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A. F. Bakewell of Victor Adding Machine Co. tells how to-— 
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Test your firm’s competitive armor 





Phones ringing...co-workers chattering... office traffic scurrying to and fro. The hustle and bustle 
of everyday office activity can put key personnel on edge, sharply reduce their efficiency. Here’s 
a solution. Isolate your key people with movable partitions by GF, and watch productivity rise. 
GF movable partitions are of highest quality, easy to erect, easy to move or rearrange, 
attractive and practical... inexpensive, too. See for yourself. Call your nearest GF branch 
or dealer, or write The General Fireproofing Company, Department D-22, Youngstown 1, Ohio. 


(Cp ENeERAL 
het} a ! BUSINESS FURNITURE 
Whether you're planning new offices or major remod- 
eling, it will pay you to consult GF Business Work IREPROOFING 


Center specialists at the time you hire your architect. 
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All controls are on the mike. Four 
clearly marked buttons control the whole 
dictating procedure. It couldn’t be sim- 
pler. Nothing distracts. Since it’s virtually 
automatic, you concentrate on what you 
say. You get more work done in less time 
with less effort. And that’s precisely what 
a TIME-MASTER is designed for. 








The sound you can see. The heart of the 
Dictaphone TIME-MASTER is the exclu- 
sive Dictabelt. Unlike invisible recording 
media, this ingenious dictating medium 
lets you see your place ... play dictation 
back in seconds. You can’t erase it acci- 
dentally. And the inexpensive, single-use 
Dictabelt provides unmistakable clarity. 





Marks corrections electrically. If you 
want to re-phrase a sentence, press a but- 
ton on the mike. The exact position of 
your correction is marked for your secre- 
tary. See for yourself how much time you 
and your secretary can save with the 
TIME-MASTER. Today, call your nearest 
Dictaphone office for a demonstration. 


es @ 
THE SHORTEST DISTANCE BETWEEN IDEA AND ACTION ... Dictaphone CORPORATION 


Dictaphone, Time-Master, Dictabelt are registered trademarks of Dictaphone Corp., 730 Third Ave., N.Y. 17, N.Y.; 204 Eglinton Ave.£., Toronto, Canada; 17-19 Stratford P!., London W.1, Eng.; 4 Aderostrasse 4, Dusseldorf, Germany 
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U.S. KOYLON'’ 
Lutv FOAM CUSHIONING 
BUILDS REFRESHING, RELAXING 


COMFORT RIGHT INTO 
OFFICE CHAIRS 


Office chairs by The General Fireproofing Co., Youngstown, Ohio 


You spend a lot of time behind that desk. Are you sure the chair you si 
in so many hours of the day is as correctly comfortable as it should be 
Koylon Foam cushioning actually refreshes and relaxes you as you worl 
because it gives you perfectly balanced support. You'll find that Koylor 








helps prevent that end-of-the-day fatigue. Because it’s latex foam rubber 

US. oylon, it’s permanently buoyant yet firm, springs right back to shape...keep: 
FOAM 

Fe Fruttn Calg your office furniture looking and feeling like new. Next time you sho, 








for office furniture, make sure you specify Koylon Foam cushioning. 


United States Rubber 


Coated Fabrics and Koylon Seating Dept., Mishawaka, Indiana In Canada: Dominion Rubber Company, Ltd. 
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Volume 18 Number 3 
Workshop for management—ideas you can use right now ....... ere retr er ee 
This round-up of ideas—gathered from firms around the country—can tell t you 
how to save time, cut your costs and build your sales and profits. 
NG How to probe for soft spots in your company’s competitive armor......0..........cccceeceseeeeseseeseeeeee 40 
Use these six yardsticks to see how well equipped your firm is for a compet- 
itive battle. They're good for measuring your opponents’ strength, too. 
How to get ideas from an “idea man” ............... Sein celeb chesiaieiida. ae 
Your firm needs idea men to survive. But maybe. you u stifle them. This article 
may help you unleash the fresh idea power that spells company profit. 
When to call a press conference. ...............0..00.00cccccecceeesteseeseeeeee e nce 
Experienced editors tell why some press conferences are washouts. Her ere, , 00, 
is when to call a press conference, and how to run it for best results. 
Relieve accounting headaches with a natural business year...... a ONE Di 
Don’t close your books on any arbitrary date. Adjust your fiscal year to your 
natural business cycle. It’s a key way to save costs and work. 
A practical, low cost way to sharpen sales forecasts................ kp fies Genintgnicini i Aeileeek ea 
With this formula and two sets of figures, you can shrink sales forecasting 
errors. The longer you use this method, the more accurate it becomes. 
How to protect yourself against business spies.......... ) son repiegediaigiinaeciaiie’— ame 
Someone could be spying on your company right now. Here a are , the methods 
business spies use, and steps you can take to protect your firm against them. 
Have you created the hopeless job of assistant manager? «3s ag A. le leanne 70 


Questionable authority can put assistants in a no man’s land and weaken or- 
ganization above and below. Here's how to handle the “assistant” problem. 
New headquarters heralds first-in-field rank... Seas Kicstescaihh einen a 


Rayco’s new home reflects its newly gained leodenhte: There's « an air ir of 
substance, quality and distinction in this executive suite. 


+t How to humor prospects into buying............................. sions sx clhes aiecaani ss ae 

ol asada Sometimes humor puts over a sales message with extra punch. This tongue- 

10uld be? in-cheek approach leaves the reader smilin; g—and in the mood to buy. 

you work How to avoid the seven traps in job evaluation ............. Rr 

t Koylon Whether you are starting a job evaluation program or have ¢ one, » these s seven 

n rubber guideposts will point out the dangers—and the benefits—of job evaluation. 

; > 

e... keeps How to strengthen sales supervision. ...................ccccccceseesseeseeteeees RTT ee 
Faulty supervision of salesmen may result in sagging sales. This checklist 

you shop will tell you whether your sales supervision program needs beefing up. 

ning. 
Departments and short features 

4 Letters to the editor. Eeerrermeerars Ae 12 A better way to run a business.................... 66 
Veeees Ter Te oi iviiien ses sisssiccsdeasiviccens,. 21 New products for the managet.................... 79 
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NOW AVAILABLE 


1960 INDUSTRIAL SURVEY 
OF GEORGIA 


WRITE 
FOR YOUR 


aa od =f a OL @) =D f 
\ TODAY 





A Valuable Reference for Executives 
Concerned with Plant Location 


This new book contains 40 pages of up-to-date statistical 
information about Georgia’s resources and eeonomy— 
authoritative data on labor, markets, transportation, 
utilities, financing and all other factors of concern to 
executives charged with the responsibility of locating 
new plants. This valuable reference on the Heartland of 
the Southeast is yours for the asking. 


CONFIDENTIAL PERSONAL SERVICE 


Georgia Power Company maintains a staff of industrial 
development engineers whose only job is to supply 
special, confidential information and assistance to in- 
dustries interested in locating in the South. These men 
know their business, they know the state, they know its 
people, and they have the full cooperation of community 
leaders. Call on us for any assistance you need. It will 
cost you nothing, but it will be worth much. 





E. A. YATES, Jr., Vice President 


GEORGIA POWER COMPANY 
INDUSTRIAL DEVELOPMENT DIVISION 
Box1719R Atlanta1,Ga. Phone: JAckson 2-6121 
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Santa kept on delivering Milton Bradley games because 
“Heller stepped in when we needed finances most” 


Long a leader in games and school supplies, Milton 
Bradley Corporation, Springfield, Mass., faced a 
dilemma. An unexpected need for heavy purchase of 
raw materials in a rising market had collided 
head-on with the need to pay up notes. 

“To preserve the company and at least provide 
means to pay everybody eventually, we ordered the 
materials,” relates James J. Shea, Sr., Milton Brad- 
ley’s President. ‘““Then Heller, called into the emer- 
gency by our banks, developed a plan which 
provided us with the financial lifeblood to stay in 
business.” 

Many are the uses of money in business and 
many are the individual Heller plans for using it. 
But always the ingredients of the basic formula are 


the same: Good businessmen, and creative financing 
—each useless without the other, but extremely 
potent together. If your annual sales are upward of 
a quarter million, our booket explaining Heller serv- 
ices may suggest how to strengthen your position 
and increase your profits. For your copy, write Dept. 
MM6 today. There’s no obligation whatever. 


WALTER E. HELLER & COMPANY 


One billion dollars annually for industry 


105 West Adams Street, Chicago 90 

9141 East Jefferson Avenue, Detroit 14 
342 Madison Avenue, New York 17 

Fulton National Bank Building, Atlanta 3 


Walter E. Heller & Co. of California 
849 S. Broadway, Los Angeles 14 
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Forces 


Standardize Microfilm 


Engineering Data Micro-reproduction 
System Covers Films, Punch Cards, 
Aperture Cards 


The Armed Forces, operating active files containing 
more than 50 million drawings, have set military 
requirements for microfilming engineering drawings 
and related data. 

The standards and specifications released April 
15, 1960, by the Department of Defense for its 
Engineering Data Micro-reproduction System es- 
tablish uniform methods for microfilming and stand- 
ard formats for data presentation. 

These uniform methods and standard formats, 
the Defense Department said, offer great space, 
time, and money savings. 

New possibilities for inter-service exchange of 
engineering data are opened through the use of 
microfilmed drawings and related data, the Depart- 
ment of Defense announced. 


What does this mean to industry? 


Military agencies using the specifications of the 
Engineering Data Micro-reproduction System will 
ask contractors to submit engineering data in 35mm 
roll microfilm and punch cards. From the microfilm 
and punch cards, such military agencies make aper- 
ture cards to distribute engineering data for the 
procurement, maintenance, and supply of the na- 
tion’s weapons systems. 





In addition, other military agencies may require 
contractors to submit completed aperture cards. 
In these cases, the master microfilm and distribution 
copies are furnished in mounted aperture cards. 

Even now, a number of prime contractors and 
sub-contractors are using a portion of the newly- 
adopted specifications and standards. For them, the 
new requirements will be integrated into existing 
programs. 

Many contractors, anticipating the standards and 
specifications, have held microfilm programs in 
abeyance. Their engineering departments now have 
a ready-made set of instructions for upcoming 
programs. 

The new standards and specifications are expected 
to have a cumulative effect. As more companies have 
microfilm equipment, industry will intensify its use 
of microfilm for distributing data. Even before speci- 
fications were announced, prime and sub-contrac- 
tors were exchanging engineering data in micro- 
film format. 


Industry helped set standards 


Compatibility with industry is the keystone in the 
new standards and specifications of the Department 
of Defense. Industry originates much of the engi- 
neering data used by the DOD. Industry, in helping 
to set requirements, has created instructions that 
can be used for its own operations. 


Standards cover broad areas 


The standards and specifications documents already 
released are: 

MIL-M-9868, Microfilming of Engineering Docu- 
ments, 35mm Requirements for; 

MIL-P-9879, Photographing of Construction/ 
Architectural Drawings, Maps and Related Docu- 
ments, 105mm, requirements for; 

MIL-C-9877, Cards, Aperture; 

MIL-C-9878 Cards, Tabulating and Aperture for 
Engineering Data Micro-reproduction System; 


MANAGEMENT METHODS 





r require 
e cards. 
ribution 
ards. 

ors and 
> newly- 
1em, the 
existing 


ards and 
rams in 
ow have 
coming 


»xpected 
lies have 
y its use 
re speci- 
contrac- 
1 micro- 


ie in the 
artment 
he engi- 
| helping 
ons that 


; already 
ig Docu- 
ruction/ 
d Docu- 
rture tor 
em; 


METHODS 


MIL-STD 804, Formats and Coding of Tabulat- 
ing and Aperture Cards for Engineering Data Micro- 
reproduction System; 

MS-21319, Gage, Aperture Cards No. 201-1. 

Interim Federal Specifications cover silver halide, 
diazo-type, and heat developing microfilm. 

The complete Department of Defense standards 
and specifications cover: 


e The raw film stock used in microfilm; 


e The methods and techniques of microfilming en- 
gineering data for the Armed Forces; 


e The formats of the tabulating cards used to 
generate aperture cards; 


e The formats of the aperture cards used as carriers 
for the microfilm data; 


e@ The methods and techniques of mounting micro- 
film into aperture cards; 


e The wide range of equipment to be used in the 
micro-reproduction system. This equipment in- 
cludes microfilm cameras, testing equipment to 
inspect filmed engineering data, film mounters, 
film printers, and print-out units. 


3M makes microfilm so easy to use 


You can depend on 3M’s continuing research, pre- 
cision manufacturing, and standards-compatible 
products to make microfilm so easy to use. 
FILMSORT Aperture Cards and Copy Cards, 
long used by Government and industry, are designed 
to meet the specifications and standards for the 
Engineering Data Micro-reproduction System. And 


Modern Microfiim 











THERMO-FAX 
“Filmac 100” Reader-Printer 


THERMO-FAX 
“Filmac 200” Reader-Printer 





FILMSORT 
“Inspector 50” Reader 


now, to speed your use of FILMSORT Aperture 
Cards, 3M supplies both the printed card and the 
aperture. You save in shipping costs. You get your 
cards faster. 

FILMSORT Microfilm Copiers, Mounters, and 
Readers are designed exclusively for Filmsort Aper- 














ture Cards. They are engineered to make your micro- 
reproduction system profitable. 

THERMO-FAX “Filmac 200” Reader-Printers 
make microfilm practical for industry and Govern- 
ment. The advantages of a reader and a printer are 
combined in one compact, low cost unit. Huge 
viewing screen . . . simple push-button operation... 
you can obtain copy after copy in 18” x 24” size, or 
half size prints, of engineering drawings and records 
from microfilm in FILMSORT Aperture Cards. 
The ‘‘Filmac 100”? Reader-Printer delivers 814" x 
11” copies in seconds. 

For more information about the new Defense 
Department microfilm specifications and how they 
affect your business, mail the coupon right away. 


Products from 3M 





FILMSORT 
Semiautomatic Optical Mounter 


FILMSORT 
“Uniprinter” Copier 
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SS fig Minnesota Mining and Manufacturing Company, 
ager 7 Dept. FBM-60, St. Paul 6, Minnesota 
Please send detailed information on the new Department of | 
Defense standards and specifications and about 3M Micro- | 
film Products. | 
PRODUCTS : ; 
THE TERMS ‘'FILMSORT,”’ “INSPECTOR UNIPRINTER.” ame___ | 
AND “‘THERMO-FAX" ARE REGISTERED TRADEMARKS OF | 
Title 
Wiienesora ]Ufinine anno | 
Company | 
TUIANUFActuRING COMPANY 
Address 
«++ WHERE RESEARCH IS THE KEY TO TOMORROW 
ST. PAUL 6, MINN. City Zone___ State 
i lncla Ms isl bia inte ves ui em es see lan ties ete Weleda aadaaanhelinnaalia wl 
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Another example of Addressograph-Multigraph cost-cutting 
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60,000 engineering prints now 


“"stock-filed”’ for instant use 


Allen-Bradley Company, maker of electrical 
controls, once had to “custom-copy” engineering 
prints from master tracings—one at a time. To 
eliminate this costly and heavy paperwork load, 
the company turned to Multigraph Methods. 

Now accurate copies in reduced size are re- 
produced by a transfer process directly onto a 
Multilith Master. Then multiple prints are produced — 
30 or 40 at a time—on Multilith Offset equipment. 
Prints are stored in open-shelf, ‘self-service’ files 
as shown above. 

No more time-consuming filing and refiling of 


© 1960 A-M Corporation 


original drawings—they get less wear and tear, 
last years longer. Instead, easy-to-handle, highly 
readable prints are instantly available—and 
changes can be recorded quickly and inexpensively 
just by making new Multilith Masters and producing 
new prints. 

This is but one of many ways Multigraph Methods 
are helping business save time and cut costs. Ask 
your nearby Multigraph representative to explain 
how these methods can do the same for your business. 
Or write Addressograph-Multigraph Corporation, 
Cleveland 17, Ohio. 


Multigraph Multilith Offset 
Duplicator, Model 1250 


*Trade-Mark 


Cutting costs 
is our business 


Addressograph-Multigraph 


1 -.ololelondlol. mir Volo ll. | «mn 2ol-ma-10l-11). | 3-1-1 ote). 10) m 


SERVING SMALL BUSINESS . BIG BUSINESS 
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ATLANTIC THE 
A.T.&T. CITY NEW YORK tpn 
ELECTRIC TELEPHONE 
CO. co. co. 
PHILLIPS 
PETROLEUM 
CO. 


isi) = 


IT’S THE FARRINGTON OPTICAL SCANNER, Oil companies, utili- 
ties, food processors, publishers...all these businesses are dis- 
covering that Optical Scanning simplifies their high-volume 
processing of bills, dividends, invoices. 


Our Optical Scanner—also known as the EYE—reads imprinted 
data from documents of varying sizes, then translates what it has 
read into punched cards, perforated tape or computer tape... the 
“languages” understood by automatic business machines. The 
EYE processes between 75,000 and 150,000 documents a day. 


GENERAL 


Janel 
CO. 
ARIZONA 
NATIONA 
: TIDEWATER | PUBLIC 
BISCUIT aii &0 
COMPANY SERVICE 
CO. 
STANDARD OHIO BELL FIRST THE 
OIL COMPANY TELEPHONE oe NATIONAL READER'S 
OF CALIF. co. : EL DIGEST 
AMERICAN 
TIME, IN 
: OIL CO. 


MAGNOLIA 
PETROLEUM 
CO. 


11 COMPANIES HAVE A NEW EYE FOR BUSINESS 


é vf 
ss ‘va emt lan, Co; 
2112| Mail, Reckvcls (1). 
ate S$ & oy (1.5). % 
; 7¥e| Maser (WL) (20c) . , 


3534 | Murre Drop Fora (80c) .. 
5412] Meere- Hudly Hid (60c) . 

4 70 |s Mountn Fuei Suppiy (1.2 
185g | Naticnz! Company .... 

‘ 1814 Hat Uds & vi! (1.20 

3 3M ee ag ‘B’ 


Miwis 
71415 \ Water Serv oem.. 
iP 4034 flauhetsen Fite (1.20) . 


Optical Scanning is the most versatile way of preparing busi- 
ness documents for processing. Because the EYE sees its data, 
there is no need for special inks or papers. The Farrington Optical 
Scanner can read almost any type face, any character, and can 
also be programmed to read symbols. 


Leading companies like the ones named above are sold on 
Optical Scanning as an efficient, cost-cutting process. If you 
have three or more operators who read and punch, chances are 
that you can profitably use a Scanner, too. Only Farrington makes it, 


For further information, write Farrington Electronics Inc., Needham Heights 94, Massachusetts 





“We've got the space, 
but money's awfully tight 
right now’ 


Free capital! Lease trucks from Hertz/ 


NO INVESTMENT...NO UPKEEP 


Turn the capital you have invested in company-owned trucks into new facilities, 
new equipment or increased inventory. Switch to Hertz Truck Lease Service and 
release your money. You get new GMC, Chevrolet or other sturdy trucks, custom- 
engineered to fit your needs. Or we'll buy your present trucks, rebuild them if 
necessary, and lease them back to you. Furthermore, Hertz provides extra trucks 
for peak periods or emergencies. 

Hertz experts take over all repairs and upkeep. You eliminate all your truck prob- 
lems by writing one budgetable check per week. There's no 
easier way to get out of the truck business and back into your 
own business! Rely on Hertz, America’s No. 1 truck lessor, 
with over 500 stations in the U. S. and Canada. ee 


For more information, call your local Hertz office. Or write for the 
fact-filled booklet, “How to Get Out of the Truck Business,” to Hertz 
Truck Lease, Dept. D6, 278 S. Wabash, Chicago 4, Illinois. 











In addition, Hertz also rents trucks by the hour, day or week 


(Circle number 136 for more information) 
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reduce 
coffee 
break 
time 
up to 
20% 


onvenient, large-capacity STANDARD 

CHANGE-MAKERS, located near your vending 
machines, can cut 3 to 6 minutes a day per 
employee off that high cost coffee break time. If, 
for example, you employ 500 people at an average 
wage of $1.50 per hour, just 5 minutes a day 
would mean a saving of up to $31,000. 

STANDARD CHANGE-MAKERS come ina 
wide variety of models to change one coin or 
several. They're sturdily built against all types of 
vandalism, and easy to install. Whether you 
purchase them yourself, or ask your vending 
operator to provide them, the cost is small... the 
savings are big. They can even be leased 
for as little as $3 to $7 a month. Send for full 
information today! 


Write: 


Standard Change-Makers, Inc. 
422 E. New York St. 


Indianapolis, Indiana 





World's largest manufacturer of separate 5c, 10c, 
25c and 50c coin changers. District offices in 18 


cities through the United States and Canada 
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Hospital prescribes COTTON* 
as fire hazard remedy 














| ae ae 
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*Cotton toweling supplied to Mercy 
Hospital by F. W. Meansand Com- © 
pany (Clean Towel Service), Des 
Moines, Iowa. 


e Fire can be a danger wherever it starts. But in a hospital, it can be 
sheer havoc. The administrators of Mercy Hospital, a 300-bed insti- 
tution in Des Moines, Iowa, have overcome one great area of fire 
hazard. 

By using continuous cotton toweling, they eliminate washroom 
litter. Cotton toweling, they find, has many other advantages, too. It 
saves on housekeeping expenses, is easier to service, and their doc- 
tors, nurses and other hospital personnel like it better. Why not find 
out about cotton toweling and towels for your business. Write for 
free booklet to Fairfax, Dept. R-6,111 W. 40th St., New York 18, N. Y. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


Fairlax lowels & 


Sx re 
WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 
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Letters 


Sm: Your article, “How to convert 
your ad inquiries into sales [MM, 
May, ’60], was an interesting one. 
We have been able to accomplish 
some very gratifying results by re- 
vising our advertising inquiry reply 
and follow-up set to include four 
simple questions. By so doing we 
have been able to accomplish the 
following: 

1. Simply and automatically add 
to our mailing lists desirable pros- 
pects. 

2. Determine quality and quan- 
tity of inquiries received by adver- 
tising source. 

3. Evaluate the effectiveness of 
different types of advertising, even 
to the extent of determining which 
of one or more magazines carrying 
the same ad was most productive. 

4. Prepare a battery of statistical 
and analytical reports which help 
us evaluate the effectiveness of our 
advertising program and the invest- 
ment of our advertising dollars. 


The key to the system are the 
questions which require our sales- 
men only to check the appropriate 
block and tell us... 1) If the cus- 
tomer now uses Our equipment; 2) 
If he has buying power; 3) If the 
salesman considers him to be a good 
prospect; and 4) Does the salesman 
want the inquirer’s name added to 
our mailing list. 

To the first three questions nu- 
merical values are assigned, ranging 
from 10 to 100, which when tabu- 
lated form the basis for our evalu- 
ation techniques. 

In addition, as a result of our 
study and form revision, we have 
increased our inquiry handling pro- 


MANAGEMENT METHODS 





apne nc MERE 


eerie coset 


OMT LT 


Worse 


ductivity by 30%, reduced our mail- 
ing costs substantially and greatly 
improved customer service. 


OTIS P. BAKER 

ADMINISTRATIVE SERVICES MANAGER 
RAPIDS-STANDARD CO., INC. 

GRAND RAPIDS 


More about patent protection 


Sir: We patent attorneys have too 
often been guilty of causing confu- 
sion by using our own specialized 
brand of verbal legerdemain. How- 
ever, most basic concepts in the 
field are capable of clear and sim- 
ple exposition. The question of the 
species of abandonment or forfei- 
ture of patent rights, discussed in 
your “Do you know the law” col- 
umn [MM, April, 60] is just such 
a basic concept and can be clearly 
explained. However, the article was 
so worded that, unless read through 
the eyes of a Philadelphia lawyer, 
it might easily have confused your 
readers. 

The question posed is an interest- 
ing one. (If an inventor keeps his 
invention secret and uses it before 
applying for a patent, does he for- 
feit his right to patent protection. ) 
The text of the answer, while em- 
bodying a correct statement of the 
law, isn’t fully responsive to the 
question... 

Our patent laws (35 U.S.C. 102) 
state that a person may obtain a 
patent unless... 

“The invention was patented or 
described in a printed publication 
in this or a foreign country or in 
public use or on sale in this coun- 
try, more than one year prior to the 
date of the application for patent in 
the United States, or... 

“He has abandoned the inven- 
res 

One of the most succinct discus- 
sions of abandonment appears in a 
1939 opinion of our U. S. Supreme 
Court (Electric Battery Co., vs. 
Shimadzu, 307 U.S. 5) wherein Mr. 
Justice Roberts stated: 

“Abandonment may be evidenced 
by the express and voluntary declar- 
ation of the inventor; it may be 
inferred from negligence or unex- 
plained delay in making application 
for patent; it may be declared as a 
consequence of the inventor's con- 
cealing his invention and delaying 
application for patent in an endeav- 
or to extend the term of the patent 
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the Electrical Equipment Industry 
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Write for the report about the industry which 
interests you. Public Service Electric and Gas 
Company, Box Y, 96 Park Place, Newark 1, N. J. 


(Circle number 154 for more information) 
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FLOOR 
MAINTENANCE 
MACHINES 


er 


Surpasses EVERY Competitor in EVERY Respect 


Greater Power—constant duty fan cooled motor (1.25 service 
factor) can operate under extreme overloads without over- 
heating. Delivers highest starting torque, greatest running 
torque and lowest amperage draw. 


Greater Comfort—mechanically concentric and dead-center bal- 
anced to eliminate all wobble and jump. Human engineered 
for maximum control and operator comfort. 


Guaranteed for 2 full years 


- Priced below most competitive makes. 


DO 9 MODELs (15", 17”, 19”, 22” BRUSH SIZES.) 





Get the facts—Write for bulletin 986. 
‘4 


(Circle number 111 for more information) 
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GREWER ELECTRIC MFG. Co. 


5136 NORTH RAVENSWOOD AVE., CHICAGO 40, ILLINOIS 





protection beyond the period fixed 
by the statute. In any case, the ques- 
tion of whether the invention has 
been abandoned is one of fact.” 

Merely using an invention se- 
cretly before applying for a patent 
does not prejudice the inventor, 
provided that such use was not part 
of a scheme to rely upon secrecy 
rather than the patent system for 
protection until such time as it be- 
comes expedient to secure a patent. 
The law doesn’t permit one to have 
his cake and eat it too. The same 
delay may occur because of many 
other factors—financial problems, 
engineering problems, etc., and in 
such case the delay would not con- 
stitute abandonment... 

In summary, a delay in filing an 
application, provided there is no 
public use of the invention or aban- 
donment, as defined in the Electric 
Battery case, does not cause the 
inventor to lose his right to 
protection. 


BARRY MOYERMAN 
BILKER & MOYERMAN 
PHILADELPHIA 


Too many cooks 


Sm: I’m boiling mad about your 
article, “Do you need a distribution 
manager?” [MM, April, ’60]. 

This article, in my opinion, repre- 
sents the unfortunate concept of 
business management that all prob- 
lems can be solved by an organi- 
zational change. Why don't we 
concentrate on doing better under 
the setup we have right now? 

The manufacturer whose man- 
agement did not consider inventory 
requirements in factory planning 
and made no attempt to coordinate 
sales and financial policies would, 
I submit, become even more ineffi- 
cient if it added another executive 
whose actions would be as uncon- 
trolled as those already operating. 
Too many cooks spoil the broth 
anywhere. 

The article is partially correct 
in stating that these problems can 
be eliminated through the clear 
definition and assignment of dis- 
tribution responsibilities. But there 
is no logical reason for limiting 
such assignments to a single or 
newly created position. Sales and 
manufacturing must be vitally con- 
cerned with all distribution prob- 
lems, and this responsibility will 
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“Shall | try to develop trucking experts 
or let Ryder do it for me?” 


Ryder full service truck leasing frées you from costly overhead worries, 
lets you concentrate your time and staff on running your own business. 
The capital you have tied up in trucks is released for more productive 
uses. This you would expect. But there are other important benefits. 


RYDER’S EXCLUSIVE PACKAGE OF LEASING EXTRAS: 


e Get the exact trucks for the job « Get more out of your trucks 


Your Ryderman expertly designs Ryder’s continual preventive main- 
your fleet to meet your specific tenance keeps your trucks at top 
transportation needs. performance levels. 


e Enjoy uniform quality of service @ Complete leasing package 
Largest number of wholly-owned Ryder also leases cars, materials 
service locations in the business handling equipment, even business 
guarantees the most experienced, equipment. Lets you project one 
uniform truck service everywhere. accurate, easy-to-budget cost. 


(Circle number 161 for more information) 
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Decide now to see your nearby Ryderman, or 
write for our booklet “Design for Profit” to: 


RYDER TRUCK RENTAL wwe. 


P.O. Box 33-816 
Dept. C-5 
Miami, Florida 


DIVISION OF RYDER SYSTEM 


Ryder System also operates truck lines 
in 10 states and tank lines in 26 states. 
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Just type a stencil..¢ 





and "touch" your cartons 






MAINWAY Drug 
COMPANY 
423 SPRing — 


~ NEW York wy. 
“~ 





Fastest, easiest way to address 
your multiple carton shipments 


Weber ““Touch-Stenciling”’ replaces labels and 
stencils boards. It’s fast, neat and systematic 


Want a quick, easy way to address 
shipping cartons? Then try this new 
Weber “Touch-Stenciling” system 
—means no more stencilboards, rub- 
ber stamps or label typing. 


Shipping cartons, pre-printed with 
“Ship-To” label frames, are address- 
ed by simply printing the custom- 
er’s name and address within the 
frames with a Web-O-Print hand 
duplicator. It prints from a stencil 
that you can type or handwrite. 
Just a “touch” on the carton leaves 
a clear, sharp, permanent print. 


With a smooth, one-hand motion 40 
to 50 cartons can be addressed in a 
minute. After the shipment is ad- 
dressed the stencil is thrown away, 
saving filing time and space. 


Weber stencils can be prepared as 
part of your order-invoice writing 
procedure to save time and elimi- 
nate shipping errors. They can be 
cut as a by-product of forms typing 
on manual or electric typewriters, 
automatic accounting machines and 
other modern office equipment. 


FREE BOOKLET TELLS SAVINGS STORY! 
Write today for new booklet—How to Save Time 


and Money with ‘‘Assembly Line’’ Shipment Addressing. 


Weber 


Cc 
MARKING SYSTEMS Spiked 
Individual 
Sales and Service in Position 
all principal cities Aides 
City. Zone State. 





WEBER MARKING SYSTEMS, INC. 
Dept. 19-F 

Weber Industrial Park 

Mount Prospect, lil. 


Send me your bulletin on “Assembly Line’ 
Addressing Systems. 









SUPER 
ADDRESSING 




















(Circle number 171 for more information) 
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exist on their part regardless of 
who is held literally responsible. It 
does in no way follow logically that 


| this requires the creation of a new 








position—for distribution or any- 
thing else. 

Please pardon my outburst. I’m 
just afraid that our own top man- 
agement group will get the notion 
that all we need is a distribution 
manager . . . when I know that a 
more intelligent operation under 
the organization we now have 
would solve a good 80% of our 
problems. 

MARKETING EXECUTIVE 
(NAME WITHHELD BY REQUEST ) 


Streamlined inquiry handling 


Sm: Proper handling of inquiries is 
one of the most important objec- 
tives of a well formulated advertis- 
ing program. The suggestions put 
forth in your article, “How to con- 
vert your ad inquiries into sales” 
[MM, May, ’60], certainly are valid. 

Somewhat recently we inaugu- 
rated a new system for handling in- 
quiries. One particular segment of 
this system is an inquiry letter that 
also serves as several report forms. 

Here’s how it works. The original 
letter is automatically typed on a 
multiple set, including high quality 
letterhead stock and three translu- 
cent copies. One copy is retained 
by the advertising office, while the 
others go to the proper branch as- 
signed to follow up. The translucent 
copies show a carbon of the letter 
answering the inquiry, and also 
have marginal extensions in which 
information can be added later. 

The form has a checklist for 
source of inquiry, product men- 
tioned and space for a brief report 
by the salesman. This form mini- 
mizes the salesman’s work, since he 
can make his call report in a few 
words right on his translucent copy 
of the inquiry form. Then he can 
make as many copies as needed on 
any Copyflex machine to supply his 
branch office managers, as well as 
our advertising department. 

A box score for inquiry quality 
check completes the form—product 
sold; good prospect for future sales; 
prospect bought or is buying com- 
petitive products; or inquiry is from 
a “coupon clipper” with no need 
for product. 

Since the completed copies come 
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back to our headquarters within 
two weeks after their original dis- 
tribution, the advertising depart- 
ment is able to keep a continual 
record of actual results. This gives 
the company a convenient fund of 
marketing and sales data for future 
planning. 


VICTOR TURNER 
ADVERTISING MANAGER 
CHARLES BRUNING CO., INC. 
MOUNT PROSPECT, ILL. 


Air conditioning not always answer 


Sir: I read with interest “These are 
the real facts about air conditioning” 
[MM, April °60], and find it pro- 
vides some excellent pointers to 
some key questions in planning an 
air conditioning system. 

At Bradley-Sun we went through 
the various planning stages many 
years ago when we air conditioned 
our Washington, N. J., collapsible 
metal tube plant. 

Although this job turned out suc- 
cessfully, we did not turn to air con- 
ditioning to cool a large addition to 
the plant which was erected re- 
cently to meet the needs of in- 
creased business. 

Instead we use what we call a 
“bulk air change” system. While this 
may be a fancy term for well 
planned utilization of large exhaust 
fans—it really works. What’s more, 
it has the following advantages over 
air conditioning: 

1. It’s far less expensive. 

2. It does a better job of exhaust- 
ing fumes from our enameling and 
baking equipment. 

3. It’s more comfortable to work 
under bulk air change conditioners, 
according to our employees. The air 
movement has a cooling effect on 
the skin, which our people prefer to 
an air conditioned atmosphere. 

Of course, every plant is a fresh 
problem. But one thing is sure: air 
conditioning isn’t always the best 
answer. 


CLAUDE L. ALEXANDER 

GENERAL MANAGER 

BRADLEY-SUN DIV., AMERICAN CAN CO. 
WASHINGTON, N. J. 


Public relations protest 


Sir: As a member of the public re- 
lations profession, I, for one, take 
strong exception to David Finn’s 
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Metropolitan areas... industries... homes 
...are your biggest sales opportunities! The 
B&O area has more of ail three, plus pre- 
eminent transportation ... Join this and other 


Plots with blue-chip plants in the area served by B&O! 
a B&O PHONE OR WRITE: 
man! T. G. GORDON, Industrial Agent 


BALTIMORE 1 LExington 9-0400 


G. E. FERENCE, Ind. Development Agt. A. C. TODD, Industrial Agent 
NEW YORK 4 Digby 4-1600 CINCINNATI 2 DUnbar 1-2900 


FIELDING H. LEWIS, Industrial Agent W.E. OLIVER, industrial Agent 
PITTSBURGH 22 COurt 1-6220 CHICAGO 7 WaAbash 2-2211 


Constantly igs—better! 


(Circle number 106 for more information) 
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CREATES 

THE MARK 
OF 

EXCELLENCE 


Executive Typing +» Offset Masters 
Originals for All Copying Processes 


The sharpness and uniformity of 
write you've never before been able 
to achieve with a conventional type- 
writer ribbon—the clarity of impres- 
sion that actually approaches quality 
printing—that’s what you'll get with 
the Columbia M-SO ribbon! 


Made of whisper-thin, tiger-strong - 


polyester film, dual coated with a 
special ink by a patented Columbia 
process, the Columbia M-50 ribbon 


M-50 RIBBON BY 





gives you: Crisp,.full-bodied, execu- 
tive impressions . . . Superb originals 
(and that means fine copies) for all 
copying processes . . . Non-smear, 
smudge-proof permanence .. . In- 
visible, halo-free erasures . . . Econ- 
omy of 50% more yardage than con- 
ventional ribbons on the same 
diameter spool . . . Freedom from 
troublesome ribbon-fixing interrup- 
tions. 

Make your “‘mark of excellence” 
with a Columbia M-50 ribbon! Fora 
free demonstration of the M-50 on 
your equipment write: Columbia 
Ribbon & Carbon Mfg. Co., Inc., 
1046 Herb Hill Road, Glen Cove, 
New York. ‘ 


Always send 
a time saver 
courtesy 


carbon copy. 


@ ® 


Columbia Ribbon & Carbon Mfg. Co., Inc., Glen Cove, New York 
Columbia Ribbon & Carbon Pacific, Inc., Duarte, California 


(Circle number 119 for more information) 
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article “When—and when not—to 
continue public relations” [MM, 
April, 60]. While Mr. Finn’s com- 
ments make interesting reading, I 
seriously doubt if anyone else in the 
field would ever state the case for 
public relations in the same man- 
ner. 

Granted there are legitimate rea- 
sons to abandon public relations, 
but Mr. Finn seems to have missed 
most of them. His advice to aban- 
don PR seems to be a criticism of a 
particular program, or an agency 
running that particular program, 
rather than public relations itself. 

For instance, he states that a 
company should abandon public re- 
lations when there aren't enough 
results. I think this type of generali- 
zation is completely irrelevant, un- 
less it is described in terms of a 
particular program with particular 
objectives, which stipulates in ad- 
vance a certain standard of results. 
Only then can such a criticism have 
any validity. 

Another misleading statement 
appears where Mr. Finn states as a 
criterion for continuing PR “the 
level of your enthusiasm in recom- 
mending PR.” He goes on to say 
that if you feel good about recom- 
mending PR to others, the chances 
are your program is getting results 
for you. I don’t believe that anyone 
in management could make a fair 
and honest appraisal of their public 
relations program from that type of 
reasoning. 


GEORGE A. MCMORAN 
ALLIED CHEMICAL CORP. 
NEW YORK CITY 


Distaff side disagrees 


Sm: May I remind you that the edu- 
cated woman of today in no way 
resembles the black sateen bloomer 
gal of yesterday. She is not suscep- 
tible to the type of flattery recom- 
mended in your “Workshop for 
Management” section [MM, March, 
60]. 

Therefore, I recommend you re- 
scind your obnoxious suggestion that 
one way to capture audience atten- 
ion is to “compliment the appear- 
ance of women listeners.” 


MRS. IRENE PLACE 
ASSOCIATE PROFESSOR 
UNIVERSITY OF MICHIGAN 
ANN ARBOR 
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ILLUMINATING FACT about the new A. B. Dick Model 101 PHOTO- 
copier. Like photography’, a light exposure is used to develop the image. 
Like photographs, the copies it makes are clear, precise, faithful to the orig- 
inal. You can’t have one without the other. Why not one of these machines 


in every department? Why not, indeed, at only........... SQOSO0 


*Unlike photography, there’s no darkroom required. 


Price shown és manufacturer’s suggested 
retail price subject to change without 
notice. Other models also available. 


A. B. DICK COMPANY = s700 


DUPLICATING PRODUCTS 





| write for facts: Ba A- B 4 D CK 








A BUTTON your phone becomes an intercom 


Here’s real versatility. Just press a 
button and your office phone becomes 
an intercommunicating system. This 
ultra-modern Bell System intercom 
lets you: 

TALK WITH OTHERS in your office, 


plant or store just by pushing a but- 
ton or dialing. 


HANDLE OUTSIDE as well as inter- 
com calls on one phone. No extra 
equipment on your desk. 


CONFER with as many as 6 persons 
at once, again just by pushing a but- 
ton or dialing. 


BELL TELEPHONE SYSTEM 
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ADD ANOTHER PERSON to an out- 
side call, then stay on the line or get 
off, as you like. 


The Bell System intercom will in- 
crease the efficiency and convenience 
of your telephone service—help you 
get more done, serve your customers 
better. Skilled Bell Telephone tech- 
nicians will tailor it to your exact 
needs. No capital investment. No 
added cost for maintenance. 


Get all the facts on how this new 
intercom service can improve your 
communications—profitably. Just call 





your Bell Telephone business office 
and ask for a representative to visit 
you at your convenience. No obliga- 
tion, of course. 





New Call Director telephone provides 
as many as 30 push-buttons for mazx- 
imum use of intercom service features. 





en 
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These booklets—promotional and otherwise— 
contain ideas of possible profit to you. Each 
item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


WwW 


Tax tips for investors 


Commerce Clearing House, Inc. 
has published a 32-page rundown 
on investment advice illustrated with 
case histories. 

The authoritative discussion cov- 
ers tax saving pointers on capital 
assets, dividends, interest, rent, an- 
nuities, insurance and exchanges of 
investment property. 

For your free copy of “Tax Tips 
for Investors,” circle number 236 on 
the Reader Service Card. 


WwW 


Report on business growth 


Here are economic facts pre- 
sented in a 36-page booklet, you 
can use to plan for your future 
business. Well illustrated with 
charts and photographs, the report 
is the result of a year-long, inde- 
pendent study just completed by 
American-Marietta Co. 

Based on data presented, busi- 
nessmen can expect to see in the 
next 15 years a doubling of the 
American economy, one-third more 
consumers, triple the demands for 
electricity, and purchasing power 
of the more than $10,000 income 
group equal to today’s entire con- 
sumer market. 


For a free copy of the economic 
review, circle number 244 on the 
Reader Service Card. 


WwW 


Microfilm techniques 


A condensed handbook on the use 
and preparation of microfilms is of- 
fered by Gevaert Co. of America, 
Inc. 

The 28-page guide also gives help- 
ful suggestions on storing and han- 
dling of processed films. Charts and 
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pictures amplify the technical data 
presented. 


For a free copy of “Microcopies,” 
circle number 235 on the Reader 
Service Card. 


WwW 
How to up mail inquiries 

“How to put action into your di- 
rect mail” is a 12-page roundup of 


ideas that will help you get results 
from mail advertising. 


For a free copy of this booklet, 
written by James Gray, Inc., circle 
number 223 on the Reader Service 
Card. 


WwW 


The case for leasing 


An eight-page leaflet compares 
the advantages of leasing equip- 
ment to alternative methods of rais- 


ing funds by bank borrowing, 
issuance of stock, sale of bonds and 
debentures, and the use of existing 
working capital. 

Details on leasing arrangements 
are included in this booklet written 
by General Leasing Equipment Co. 


For a free copy of “Which Road 
to Growth,” circle number 238 on 
the Reader Service Card. 


WwW 


How to choose a uniform 


Suggestions on how to select the 
most practical, economical and safe 
uniform for company employees are 
given in a booklet just issued by 
The Institute of Industrial Laun- 
derers, Inc. 


For a free copy of the objective 
guide, “Selecting a Uniform,” circle 
number 227 on the Reader Service 
Card. 





Worth paying for... 


Business analysis and profit evaluation... A 76-page guide, by the US. 
Department of Commerce on the analysis and management of financial 
operations using ratio analysis and other methods, 30 cents. Order from 
Superintendent of Documents, U.S. Government Printing Office, Wash- 
ington 25, D. C. 


Controlling noise hazards . . . Non-technical explanation of ways and 
means of reducing noise hazards, published by the U.S. Department of 
Labor, 10 cents. Ask for Bulletin 207, Superintendent of Documents, 
U.S. Government Printing Office, Washington 25, D. C. 


Records retention guide ... Tells what records must be kept, by whom, 
and length of required federal retention periods. By General Adminis- 
trative Services, 15 cents. Ask for Part II, Federal Register of March 18, 
Government Printing Office, Washington 25, D. C. 


How to increase your creative output . . . A 22-page guide to creativity 
authored by Technical Manpower Consultants, Deutsch & Shea, Inc., 
$1.50. Order from Industrial Relations News, 230 West 41 St., New 
York 36. 


How business can cut insurance costs . . . A loss-control and cost-control 
analysis of casualty insurance, 100 pages, $1. Order from American 
Mutual Liability Insurance Co., Wakefield, Mass. 
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LAUREL RESTING?...NOT HERE! 


Only Royal gives you such quality, such luxury, such utility! Our 1230 has long 

proven its right to leadership among the industry’s executive swivel chairs. 

But, typically Royal, that’s not enough. Now, Torsion Tilt leads the parade of 

1230’s added features to the winner’s circle. Ready adjustment to any seat an- 

gle; elimination of unsightly underseat assembly; squeaks are a thing of the 

past! Plus—new and larger contour back; new hooded casters; new plastic kick on 
plates; new high impact plastic armrests—all compelling reasons why the in- 

dustry’s most popular executive swivel chair will continue to lead the field! OFFICE ¥ FURNITUR! 
Write Royal today for more details! ROYAL METAL MANUFACTURING 

COMPANY, Dept. 5-F, One Park Avenue, N.Y. 16, N.Y. In Canada—Galt, Ontario. 

Manufacturers of Deluxe shelving, cabinets, and verti-files. 


GHOWROOMS: New York, Chicago, Los Angeles, San Francisco, Seattie, Galt, Ontario e LICENSEES: France, England, Australia, Venezuela 
FACTORIES: Plainfield, Conn., Michigan City, Ind., Los Angeles, Calif.. Warren, Pa., Jamestown, N. Y., Galt and Smiths Falls. Ontario 
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DO YOU KNOW THE LAW ON 


Goods lost 
in transit 


DOES THE BUYER OR SELLER SUSTAIN THE LOSS? 


The question—.When goods are lost or damaged in 
transit, who sustains the loss—the buyer or the seller? 


The answer— Loss or damage to goods in transit is 
the buyer’s loss in most cases. If there is no agree- 
ment to the contrary, goods become a buyer's property 
as soon as the seller delivers them to a carrier for 
transportation to the buyer. 


Case one— Pan-Am Southern Corp. shipped petroleum 
products from its refineries in Louisiana and Pennsyl- 
vania to purchasers in Alabama. Alabama assessed the 
oil company a 1%% tax on these shipments, contending 
the sales were made within the state and subject to 
this tax. 

The court ruled that these sales were not made in 
Alabama, but in the state where the merchandise was 
delivered to the carrier for transportation to Alabama. 
The court said: “The general rule is that the delivery 
of personal property by a seller to a common carrier, 
to be conveyed to the purchaser, is a delivery to the 
purchaser and that the title to the property vests in 
the purchaser immediately upon its delivery to the 
carrier. 

The court supplemented this ruling by quoting a 
section of the Uniform Sales Act: “Where in pur- 
suance of a contract to sell, or a sale, the seller is 
authorized or required to send the goods to the buyer, 
[then] delivery of the goods to the carrier, whether 
named by the buyer or not, for the purpose of trans- 
mission to the buyer, is deemed to be a delivery of the 
goods to the buyer except in the cases provided for 
in Section 25, Rule five, or unless the contrary intent 
appears.” 

Rule five of Section 25 provides: “Unless a different 
intention appears, the following are rules for ascer- 
taining the intention of the parties as to the time at 
which the property of the goods is to pass to the 
buyer . . . If the contract to sell requires the seller to 
deliver the goods to the buyer at a particular place 
or to pay the freight or cost of transportation to the 
buyer or to a particular place, the property does not 
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ACTUAL SIZE 


EMBOSSED LABELS 
in seconds by anyone 


RAISED LETTER high-contrast labels made just 
where you need them right in the palm of your 
hand ... dial your letters and gently press 
the handle, that’s all! On a wide variety of 
colored vinyl tapes with a pressure-sensitive 
adhesive backing that you can use anywhere— 
indoors or out. Selected metal tapes, too! 


Exclusively DYMO engineered. 
Sold through DYMO 
distributors everywhere. 


$34.95 


AND UP 








CHOOSE 


10 INCHES LONG 26 OUNCES NET WEIGHT 














FREE! 


Samples and literature. 
Write TODAY! 
Address: DEPT. MM-6 


(Circle number 124 for more information) 








PROJECTS ANYTHING 


FROM A SOLID OBJECT TO 
A PRINTED PAGE 
... W/THOUT PREPARING 
A SINGLE SLIDE 


NEW BESELER 
VU-LYTE IZ 


PROVIDES INSTANT, 


NO COST 


LARGE SCREEN VISUALS 
FOR . .. SALES MEETINGS, 
PRESENTATIONS, EXECUTIVE 

MEETINGS, PERSONNEL TRAINING, 
SALES PROMOTION, PUBLIC 

RELATIONS PROGRAMS, 
REPRODUCTION OF ART OR 

ENGINEERING DRAWINGS 





Thanks to the miracle of the new Beseler VU-LYTE IT Opaque Projector, 
you're ready—in minutes—to make a professional visual presentation 
without the delay and expense of preparing slides. Take almost anything 
opaque — put it in the machine and it’s on the screen — in full color, 10 
times re gel than life, even in partially lighted rooms. Projects directly 
from soli objects, magazines, newspapers, books, charts, maps, photo- 
graphs and advertising layouts. It’s also an ideal tool for engineering 
and art departments—projects sketches, blueprints, paintings, etc., to 
*~ size desired ns or drawing directly over enlarged image. 

eseler VU-LYTE II, the most widely used opaque projector in the 
world has exclusive features available on no other projector including: 
Feed-O-Matic Conveyer Belt that crank feeds continuous copy... High 
Luminosity Optical System for bigger, brighter images . . . Built-in 
Projection Pointer that produces brilliant, sharp arrow anywhere on 
screen... Rugged yet lightweight construction, weighs only 29 pounds, 
a truly portable instrument. 


Find Out Now How Beseler VU-LYTE IT Lets You “Select and 
Show” instantly without preparing slides. Write for complete 
illustrated information. 








on baal 4 CHARLES BESELER COMPANY 
7, @ , 200 South 18th St., East Orange,N.J. 


(Circle number 110 for more information) 
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pass until the goods have been delivered to the buyer 
or reach the place agreed upon.” 

State vs. Pan-American Southern Corp. 89 So. 2d 747, 
Alabama, September 13, 1956. 


Case two—An order for lumber for construction of 
army buildings at Harlingen, Texas, sent to a dealer in 
Oregon, read: “Invoice. E. E. Cloer, Inc., Post Office 
Box 1506, Harlingen, Texas. Ship to E. E. Cloer, Inc., 
Harlingen, Texas. Shipping instructions. Rail.” 

When the lumber was loaded on the cars at Portland, 
Ore., no part of the lumber was below the contract 
grade. When it was unloaded, army engineers rejected 
approximately 47,000 feet as failing to meet contract 
specifications. A suit followed. 

Holding that the damage to the lumber had oc- 
curred in transit, since no part was below contract 
grade when loaded, the Texas court said: “It is an 
established rule of law that when property is delivered 
to a carrier by the seller as directed by the buyer, or 
where the contract is silent as to the place of delivery, 
delivery to the carrier operates as a delivery to the 
buyer and passes title to him . . . If the property at 
the time of such delivery is in the condition to qualify 
for that which the buyer is entitled to receive, this 
will constitute a performance of the agreement of 
sale . . . Any loss of the property thereafter will fall, 
not upon the seller but upon the buyer.” 


E. E. Cloer, General Contractor vs. Timber Structures, 
270 S.W. 2d 693, Texas, July 2, 1954. 


Case three—A New Mexico store ordered a shipment 
of shoes from a Philadelphia wholesaler. It was caught 
in a flood en route and ordered destroyed by the Health 
Department at Amarillo, Texas. 

Sustaining a judgment which ordered that the man- 
ufacturer recover value of the shoes, the Pennsylvania 
Supreme Court said this: “Delivery to the carrier f.o.b. 
Philadelphia, constituted delivery to the purchaser,” 
and here referred to the statement of a legal authority 
that, “It is a well established general rule that when 
goods are to be shipped to the buyer, a delivery by 
the seller to the carrier designated by the buyer is a 
delivery to the buyer and constitutes a full perform- 
ance of the seller’s obligation to make delivery. 

“This is on the theory that the carrier is made the 
agent of the buyer to accept delivery. A delivery of 
goods to a carrier on a sale f.o.b. at the place of ship- 
ment is a delivery to the buyer. 

“It is also well established that if the buyer directs 
the goods to be sent to him by carrier without desig- 
nating any particular carrier, a delivery to the carrier 
selected by the seller, if proper care is used in the 
selection, is a delivery to the buyer to the same extent 
as though the buyer had himself selected the carrier. 

“In the latter case the seller, acting in this respect 
under the order of the buyer to forward the goods, is 
agent in the selection of the carrier and in either case 
the carrier is . . . chosen by the buyer. 

“Also if it is the usual course of business for the seller, 
on the receipt of orders from a distant buyer, to 
deliver the goods to a carrier for transportation to the 
buyer, a delivery to a carrier selected by him will 
constitute a delivery to the buyer.” 

Brooks Shoe Mfg. Co. vs. Denton, 260 Pac. 2d 1109, 
September 11, 1953. 
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World’s fastest desk calculator 


A Marchant calculator operates at twice the highest speed of any 
other calculator. The fully automatic transflo model, illus- 
trated, also has an exclusive transfer key that eliminates many 
hand operations from chain figuring, such as invoice multiplica- 
tions followed by discounts and taxes. This feature alone can cut 
























Accept this 
silver- dollar 


e$eooecoe 
@eceec 


your figuring time 25% or more! 


MARCHANT 


Fine calculators and adding machines 
of advanced design 
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GOLD, 


Send for your paperweight today! 


Receive a gleaming, American silver dollar encased in 
a handsome block of jewel-clear Lucite. No printing or 
advertising. A distinctive, where-can-I-get-one-like-it 






aiid 
Genuine U.S. Silver Dollar in heavy Lucite 


and see how 
a Marchant 
can cut your 
figuring time 
25% or more! 


You can profit by using a Marchant figuring 
machine that turns out more work faster. 


We'll give you a beautiful and unusual 
Silver-Dollar Paperweight, just for seeing this 
happen on typical figuring jobs of your own. 
See how a fast-stepping Marchant calculator 
would save you time and money by slashing 
costly overhead. 


There’s a Marchant model specially 
designed for your kinds of figuring, and it is 
easy to own on your choice of a variety of 
time-payment and leasing plans. 

Generous trade-ins, too. 


conversation piece for your desk or home. 


Attach coupon to your business 
letterhead and 
mail today! 





Marchant Division of fs/c/m| Smith-Corona Marchant Inc. 


Please instruct the nearby Marchant office to deliver my free Silver-Dollar 
Paperweight when it is convenient for me to try a Marchant Transflo calculator 
on my own figurework, without obligation. 


Oakland 8, California 








NAME 
paNNip 
2 2, 
> TITLE 
5 Request honored only when made with this coupon, with name and title filled in 
~ and business letterhead attached. Limited stock—offer subject to supply on hand. 
. ° bD-6 
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INSURANCE COMPANY 


way of office life 


Surety Life Insurance Company 
wisely provided its employees with 
interior working comforts and con- 
veniences in their beautiful new 
home office building. They chose 
Shaw-Walker equipment for use at 
every Office job. 

Speaking of Surety’s new home of- 
fice in Salt Lake City, President Ells- 
worth said: ‘‘Since we began using 


President Lewis T. Ellsworth in his Shaw-Walker furnished Office. 





PRESIDENT TELLS “How we improved our 
and increased work efficiency 157” 


Shaw-Walker Clutter-Proof Desks, 
work efficiency has increased 15%.” 

Shaw-Walker can provide your of- 
fices with exactly the right equip- 
ment for your needs—everything 
from beautiful Carlyle executive 
desks (like Mr. Ellsworth’s) and 
point-of-use files, to record protec- 
tion and automation accessories. It’s 
superbly functional equipment that 


pays its cost many times over in 
space, time and work economies. You 
can always do better with Shaw- 
Walker. Representatives everywhere. 


GHAW-WALKER 


Largest Exclusive Makers of Office Equipment 
Muskegon 57, Michigan 











To meet the individual requirements of each job, the Claims Department uses 
several models of Shaw-Walker Clutter-Proof Desks and Correct Seating Chairs. 
Happier people who get more done is the result. 
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“The most practical desk organization 
idea I’ve ever seen,’”’ says Vice-President 
R. S. Satterfield of his Carlyle Desk. 
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Profit From Complete Service 





You can depend onWrightLine’s unmatched, 
complete service. It’s an all-inclusive service. 
Continuous contact by salesmen located 


throughout the United States and Canada 


who handle only Wright Line products is an 
important part. A.A. Croce” of our New York 
office is shown here calling on Mr. A. Osage, 
Supervisor of Customer Accounts at Brook- 
lyn Union Gas Company, one of the largest 


Catalog 22 


or-¥- Mofo} aalol-tall-t-Mlale dal me ©lalhd-1o Mt —)¢-04-1-Pa a dale lal 4 
Sit al me t- 10 -t taal tale -1a Melb alate Mololaslol(-3¢-Mt-1-1a alot -) 
to every account, large or small. Wright 
lal mod *s-hdelasl 1g Me -la-Mmeololialo Mm ol0l-llal-1-t-Ma anda mE-| 
manufacturer of quality equipment. As the 
originator of data processing accessory 
equipment, Wright has pioneered 26 years 
of product development in this field. Again, 
in 1960, the new catalog 22 has over 30 
pages of new equipment to add further 
efficiencies to your operation. Profit from 
dal -mm > dol -tal-Jalot- mmo) Met - 1-1 -lasl-la Mm L.(- Oy \ ae @lgelot-) 
dale Me- tat] i ilale Mh dal_-Meolalh amotolssl-)(-24-Me-1-1a alot 
available today. 


THE DATA PROCESSING fae 
° ACCESSORY 
EQUIPMENT 
LINE 
rd 


THE WRIGHT LINE, INC./160 GOLD STAR BLVD./ WORCESTER 6, MASS. 
In Canada - THE WRIGHT LINE of CANADA LTD./ DON MILLS TORONTO 




























Baked-on Printing 
marks the quality of 


MAC PANELS 

















ZONE SELECT 











Baked-on printing 
prevents 
flaking and chipping 


All MAC Panel inserts are a NUMERICAL 2 
subjected to intense infra-red heat to »@ @ @ ¢é : 
insure continuous readibility of the panel 
diagram. This better way of producing control 
panels was pioneered by MAC Panel Company 
to provide you with the finest possible 

control panel product. 

















High Point North Carolina 








©MAC Panel Company, Inc., 1960 






General Offices: High Point, North Carolina 
West Coast Office and Warehouse: San Francisco, California 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


PROFIT MAKERS 


BOUNCE BIG IDEAS 
AROUND IN BIG WAY 


™@ THE NEEDED MAN, the wanted 
man, and the very scarce man to- 
day in modern industry is the 
creative man. So says President 
Walter Guild of Guild, Bascom & 
Bonfigli, Inc., San Francisco. 

Many top notch ideas emanate 
from men with none of the conven- 
tional creative talents. Any man 
who wants to be creative can de- 
velop the ability. All he has to do 
is want it and work for it. 

Here are suggestions Mr. Guild 
gives to help develop your creative 
capabilities. 
® Approach a problem not as a 
problem but as a challenge to be 
creative. 
= Free your mind of negative 
thoughts. Once you say it can’t be 
done or it’s been done and didn’t 
work, you have stopped all poten- 
tial creative thought. 
® Don't be ashamed of your imag- 
ination. Strengthen it by bending it 
in every direction. 
™ Be contrary. Forget tradition. 
Take the opposite point of view, 
the unaccepted way. Don’t be 
afraid to take a chance. 
™ Daydream. Take advantage of 





JUNE 1960 


your ability to associate related and 
unrelated ideas. 

™ Understand the problem. Crea- 
tive thinking is wasted if you don’t 
grasp the fundamentals of the 
problem. 

® Think big. Accomplishments be- 
come big because of big plans and 
big thinking. 

® Rub elbows with other creative 
people. Creative people have a way 
of igniting one another. And it 
helps to have someone receptive to 
bounce your ideas against. 





PLAN NOW FOR NEXT YEAR’S 
CAMPUS RECRUITING 


@ ALTHOUGH THE RECRUITING sea- 
son is over, it’s not too soon to 
review and sharpen your techniques 
for next year’s effective recruiting 
of college men. Survey after survey 
shows that companies continue to 
make the same mistakes year after 
year. 

For instance, close to one fourth 
of the 273 firms surveyed by Ameri- 
can Management Association ad- 
mitted their recruiting programs 
were inadequate. 

The companies stressed these 
areas for improving recruiting prac- 
tices: 
= Investigate to find out what jobs 
actually will be available. 
= Brief recruiters thoroughly be- 
fore they reach the campus. 
= Broaden recruiters knowledge of 
companywide activities. 
= Improve literature distributed to 
placement officers and students. 

Suggestions made by 139 college 
placement officers surveyed by 
AMA emphasized these points: 





= Have recruiters devote more 
time on a candidate’s interests and 
qualifications, less time on company 
data that can be presented in 
written form. 
= Improve literature by including 
specific job descriptions rather than 
generalizations and glamourizing. 
= If not interested in less than “B” 
average students, say so. 
® Describe what the initial job ac- 
tually entails so students will not 
feel railroaded when they later en- 
counter routine or menial tasks. 
® Practice good human relations. 
Be courteous. Keep appointments 
on time. Let placement officers 
know results of interviews. 
Liberal arts placement officers 
added a few points of their own. 
™ Don’t sell short the value of a 
general education. 
= Don't be afraid of the student 
who is “different.” He may turn 
out to be a best bet on a long term 
basis. 
= Try to avoid being swayed by 
personal impressions. 








KEEP ON MAIN TRACK 
IN RUNNING COMPANY 


@ Top ADMINISTRATORS, in their self 
supervisory capacity, often become 
too involved in pet projects or divert 
too much of their time to one phase 
of the business. 

These diversions, even if they 
bring immediate and tangible re- 
sults, are not the critical and major 
tasks of the chief executive. His 
prime sphere is that of the whole 
rather than any one part. It’s up to 
him to view, plan and decide where 
the company will be tomorrow, next 
year, the next decade—then organize 
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WANT THE BIG BIG FLORIDA MARKET? 
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Here’s a Ready-made 


Location in 
the Gateway City! 


Build your plant in growing Jacksonville, 
the city that is enjoying the highest income 
increase rate in the United States. 


The gateway to Florida’s five million people offers ample 
manpower, a favorable tax rate, desirable climate, and excel- 
lent rail, air, highway and water transportation services. 


Located on the northwest city limits of Jacksonville, the new 
70-acre Kings Road Industrial Subdivision provides a good 
site for light industry and warehousing. Municipal water 
lines and other utilities will be extended to this tract of 
level, well drained land. 







Write, wire or call about Kings Road or other 
locations in the Southeast Coastal 6. 
Inquiries held in confidence. 


«--serving the Southeast Coastal G 


Direct Inquiries to: 
R. P. JOBB 

Assistant Vice-President 
Department M-60 

Atlantic Coast Line Railroad 
Wilmington, N. C. 

(Circle number 104 for more information) 


and motivate his staff toward that 
goal. 
Unless the president has a vocal 


| and opposing board of directors, he 


must force himself to evaluate per- 


| iodically and channel his own activi- 
_ ties to the over-all good of the 





corporate entity. 

In checking true administrative 
value to the corporation, Manage- 
ment Consultant Robert O. Smith, 
Cambridge, Mass., suggests weigh- 
ing performance of these seven fun- 
damental functions of a president: 
® Establish what return on invest- 
ment will be required to survive 
and profit financially during the next 
10 years. 
® Decide which markets to exploit 
and what shares of these markets 
must be won. 

@ Select, organize and supervise 
the team of men needed to accom- 
plish these programs effectively. Be 
able to replace these men promptly 
if necessary. 

® Establish policies, but only those 
which the staff should not establish 
themselves. 

™ Observe results of your firm’s 
enterprise to sense and respond 
quickly to changing conditions. 

® Identify the biggest single prob- 
lem which affects the security and 
profitability of your firm today. 
Organize and direct its solution. (If 
putting out these recurring fires 
occupies more than half of your 
workweek you may not have an ade- 
quate organization. ) 

@ Delegate all other activities ex- 
cept dealing with the board. 


TRY WALKING OUT 
A PROBLEM OR DECISION 


@ WALKING can be a great help to 
thinking, says Ernest Elmo Calkins, 
acknowledged dean of the advertis- 
ing field. 

When he has a special problem, 
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The First National Bank of 
Miami, one of our nation’s 
leading banks. 


BURROUGHS ELECTRONIC ACCOUNTING MACHINES STEP UP 
SPEED AND EFFICIENCY OF BANK ACCOUNTING AT 
THE FIRST NATIONAL BANK OF MIAMI 


The scene: beautiful First National Bank of Miami, Fla., where interior design by Florence 
Knoll is as contemporary as the bank’s operating methods. The jeb: posting regular and special 
checking accounts. The equipment: Burroughs F-4200 Electronic Accounting Machines for 
bank bookkeeping. The results: as reported by Senior Vice President Ray F. Basten: ‘“This 
equipment, with its electronic efficiency, maintains our standard of quality while keeping pace 
with our rapid growth. In addition, its high level of performance has improved our control of 


costs, has enabled us to improve customer service and has reduced operator training time, too.”’ 
Burroughs—TM 


Burroughs Electronic Accounting Machines are busy pro- 
ducing results like these in banks and businesses across the ea 
nation. The most comprehensive machines of their kind, Burroughs 
they’re part of our advanced data processing line, ranging 4 


Burroughs 
f sounti hines t let ter systems. y 
For details, actlon--end reotlio tall our nearby, branch. Corporation 


Or write Burroughs Corporation, Detroit 32, Michigan. 


“NEW DIMENSIONS {| in electronics and data processing systems” 
(Circle number 115 for more information) 
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AIR-CONDITIONED PLANTS 





LOW AS $5.00 PER SQ. FT. 
When You Build in TENNESSEE 


Actual cost figures show that you can build a modern manufactur- 
ing plant in Tennessee for approximately $3.75 a sq. ft. without 
air-conditioning and as low as $5.00 a sq. ft. with air-conditioning 
throughout. These figures are based on buildings of masonry con- 
struction, built by experienced contractors who are thoroughly 
familiar with local construction costs. 

FOR DETAILS about building costs and 


Tennessee’s other industrial advantages; 
write in confidence for Basic Data book. 


INDUSTRIAL DEVELOPMENT DIVISION 
Tennessee Department of Conservation & Commerce 
CD-11 Cordell Hull Bldg. Nashville, Tenn. 


(Circle number 168 for more information) 











When a customer owes you 
money, he’s not a customer 


Anyone who has owed you money for more than 90 days 
without an explanation or agreement is no longer a cus- 
tomer of yours. And if you think he is, you’d better look 
up the date of his last order. You won’t find any, not since 
that last one, that is—and that’s the one your customer 
hasn’t paid for in 90 days! 


Unfortunately, you won’t get any more orders either, until 
you do something about collecting the money you have 
coming to you. The best thing you can do is let B&B handle 
this account for you. We know how to collect gently, with 
extreme tact, but we will collect. And best of all, your cus- 
tomer will once again become active. Why not find out 
how we plan to do it? 





Commercial Collections Everywhere | Phone collect, or 
a af . write today for 
Toe Blue Book “‘free 
Niza «=| demand”, plus rates 
and full information 
















L/S \2' 
aT HL IVISIORT % 


BIEHL & BIEH 


Suite 726, 608 S. Dearborn, Chicago 5, Ill., HArrison 7-2368 


(Circle number 177 for more information) 
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a talk to give, an article to write, 
he generally tries to get in a good 
walk before tackling the project. 

There is something in the rhythm 
of walking that unfetters the mind, 
he says. Try it next time you're 
faced with a worrisome decision 
or a tough task. 


SALES BUILDERS 


UNCORK ENTHUSIASM 
WITH CORN 


@ FACED WITH A PERIOD when sales 
were off and morale was low, Spec- 
tor Freight System, Inc., looked 
for a way to promote optimism and 
enthusiasm among its sales staff. 
This need led Marketing Vice 
President Val J. Williams to found 





the Life’s Wonderful Club. Admit- 
tedly, his idea was corny and could 
have backfired. But it didn’t. The 
timing was perfect. The climate 
ripe. Result: a successful, company- 
wide enthusiasm builder. 

Only requirements for club mem- 
bership were each enrollee had to 
live by the Life’s Wonderful Credo 
and make no less than two opti- 
mistic observations about people or 
things every day. 

The gloom-busting idea took hold. 
Salesmen were quick to spread it 
to the freight firm’s customers. By 
the end of the year, over one mil- 
lion members all over the country 
and abroad had signed up, and 
Spector became widely known as 
The Life’s Wonderful Line. 

News of the club was repeated 
in newspapers, magazines, radio 
and television—even the Congres- 
sional Record. 

This happiness club sparked en- 
thusiasm seldom seen among Spec- 
tor salesmen and employees, Mr. 
Williams reports. 

The Life’s Wonderful theme has 
been exploited in a variety of ways. 
For instance, when a customer is 
out, Spector salesmen leave their 


MANAGEMENT METHODS 


write, 
1 good 
ject. 

hythm 
mind, 
youre 
cision 


n sales 
, Spec- 
looked 
m and 
staff. 

r Vice 
found 


~> 
> 


A dmit- 

could 
t. The 
‘limate 
’pany- 


) mem- 
had to 
Credo 
» opti- 
ople or 


k hold. 
read it 
rs. By 
1e mil- 
sountry 
>, and 
ywn as 


peated 
radio 
ongres- 


ced en- 

Spec- 
os, Mr. 
me has 
f ways. 
ymer is 
e their 


ETHODS 





Discover the advantages 
Of-the GEVACOP ¥ 
METHOD tor yourself, 
as many thousands ot 
major firms throughout 
the world already have! 
Regardless of the nature 
of your business, the new 
versatile GEVACOPY 
METHOD has an appli- 
cation especially for you! 
Mail this postpaid card 
for the valuable details! 


| BYe) it today! 


BUSINESS REPLY MAIL 


NO POSTAGE STAMP NECESSARY IF MAILED IN THE U. S 


POSTAGE WILL BE PAID BY: 

The GEVAERT Company of America, Inc. 
321 West 54th Street 
New York 19, New York 


FIRST CLASS 
PERMIT NO. 926 
NEW YORK, N. Y 
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Koller THE GEVACOPY METHOD 


Development of the world-renowned GEVAERT © 
: factories, the GEVACOPY METHOD is the most complete, 
~ most practical reproduction system in existence . . . that will give you | 
any desired quantity of copies, more economically! 


, 


The GEVACOPY 
METHOD is serviced 
by authorized dealers 
throughout the world 
For complete details 
on how GEVACOPY 
can save your firm 
time and money, and 
actually improve your 
reproduction quality, 
mail the attached card. 
| DYom tan cores 
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MINUM PLATES 
in Under 2 Minutes! 
Office Copy Machine! 


ENLARGED or REDUCED copies are easy, too! Use 
any enlarger or camera, simply expose on GEVACOPY 
Rapid Negative, then proceed as simply as you do with 
“same-size” copy. Reproduces enlargements of even 
the most minute details with photographic accuracy, 
excellent for microfilm “blow-ups” and fine half-tones. 


© But offset plates are one facet of the GEVACOPY 
Method. Substitute a choice of GEVACOPY Positive 
Papers in place of Plate, and you have reproduction 

\ materials economical for even one copy! Choose 
standard weight paper, card stock, duplex 2-sided 

paper, translucent or clear film (use for overlays, 
diazo masters, overhead slides) ! These are but a 
few of the limitless applications of GEVACOPY, 


most versatile of all photo copy systems! 


OW! Professiona 
OFFSET Duplication 
lake Them With Your 


simple as making ordinary paper photocopies... 
»new GEVACOPY Method gives you professional 
ality aluminum offset masters that economically 
int as many as 30,000 first-quality offset copies! 





e GEVACOPY Method duplicates virtually any 
rm of original copy. ..whether black and white or 
lor! A scientific triumph of one of the world’s great 
otographic manufacturers, Belgium’s GEVAERT! 


.ME-SIZE copies are a snap! Expose GEVACOPY 
gative in contact with original copy, then process 
contact with the GEVACOPY Aluminum Plate... 
an ordinary office developing unit! It takes less 
in 2 minutes—often as little as one. Cost: a fraction 
usual professional metal plate prices. ..only 39c! 


Remember, there is no substitute for 
the speed, simplicity, reproduction 
perfection and economy of the 


[:\(GOPV 


>, METHOD 


Insist on Gevacopy ... by Gevaert 


For complete 
information on the 
-VACOPY METHOD, 
mail the attached 
postage-free reply 


card today! ) \ 


THE GEVAERT COMPANY OF AMERICA, : 
District Offices: Lincolnwood (Chicago), Ill, z 


(Circle number 183 for more information) 
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C., 321 West 54th Street, New York 19, New York 
ingeles * Dallas. * Denver © San Francisco 











A world-wide firm moved 
its engineering staff to 
MAINE ... and 


ta 
OST 


per sq. ft. 


(New rent 90¢, former $8.50) 
6,000 square feet of office 


space were required by this 
firm’s engineering staff of over 
100 technical and professional 
employees. An annual savings 
of thousands of dollars in 
rental costs will be realized 
by management. 

These engineers and archi- 
tects have found modern 
housing to be less expensive 
in Maine, the State of Better 
Living. Commuting time has 
been reduced, too. In fact, 
believe it or not, there isn’t 
a stop light between many of 
the suburban homes and the 
new office space. 

Employees live and work 
better, management’s costs 
have been reduced, and 
Maine is proud to be able 
to share in this firm’s con- 
tinued successful operation. 

If you'll write Lloyd K. 
Allen, Commissioner, Maine 
Department of Economic De- 
velopment, Room 212, State 
Capitol, Augusta, Maine, 
your confidential inquiry will 
receive prompt attention and 
complete details about the 
advantages Maine has to offer 
your business. 


MAINE DEPT. OF 
ECONOMIC DEVELOPMENT 


Augusta, Maine 
New York City Office 
Phone COlumbus 5-2460 


(Circle number 143 for more information) 
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cards in a desktop card holder with 
this legend: “I came a callin’... 
Sorry I missed you. Meanwhile, re- 
member Life’s Wonderful, enjoy it.” 


USE THE USER 
TO UNCOVER PROSPECTS 


m A SATISFIED CUSTOMER, everyone 
agrees, is the best source for pros- 
pects. Why not actively cultivate 
your current accounts to furnish you 
with new business leads. 

Many firms have used the user 
recommendation system with good 
results. For instance, diaper service 
companies report 90% of their new 
business comes from leads supplied 
by customers. 

You can ask for likely prospects 
in package inserts, in catalogs, order 
acknowledgements, questionnaires, 
letters or double postcard mailings. 

You can offer a small reward for 
each qualified name secured, or you 
can ask for them simply as a cour- 
tesy or service to the user's friends. 

To step up quantity and quality 
of leads developed, you can offer a 
worthwhile reward for any result- 
ing in actual sales. 

This use-the-user system for lead 
getters can also be adapted to stock- 
holders, routemen, store clerks, clubs 
and employees. 


REMIND SALESMEN OF 
OBVIOUS STEPS TO ORDERS 


@ WHEN A GOOD SALESMAN goes 
into a slump, usually it’s because 
he has stopped doing the things 
that made him successful. That’s 
the experience of Sales Manager 
Robert De Crane of Uhrden, Inc., 
Dennison, Ohio. 

The best way for a salesman to 
get back on the track is to examine 
his daily activities to find out what 
point of his sales process is weak. 
Have your men use this checklist 
of the six obvious steps to success- 
ful selling. It has worked for Uhr- 
den, Inc. 

Make a call—contact new leads 
and old customers. 

Arouse interest—discover a need. 

Create preference—talk up prod- 
uct benefits with knowledge and 
enthusiasm. 

Make a proposal—present a solu- 
tion to a problem. 





nationallease 


the PREFERRED 
way to lease trucks 







because it’s national 
in experience and 
service local in costs 
and controls 


4 






Nationalllease supplies everything 
but the driver at flexible, local-level 
costs. On-the-spot management 
provides highest efficiency; full 
service, one-invoice truckleasing— 
the LEASE-FOR-PROFIT way. 


Nationallease service doesn’t add 


to your cost... it saves. Saves the 
capital and management time you 
now spend on trucks so you can 
put yourself—and your money— 
back into your own business. 









Lease for Profit 


Lease a new Chev- 
rolet, or other fine 
truck, operate it as 
your own with 
no investment, 
no up-keep. 


LE 


For facts about full-service, ‘‘Lease 







for-Profit’” truckleasing — and thes 


name of your local Nationalliease 


firm, write 


NATIONAL TRUCK 
LEASING SYSTEM 


Canada, and Puerto Rico 
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Serving Principal Cities of the United States, : 
23 E. JACKSON BLVD., SUITE: M-6 CHICAGO 4, Ill. a 


(Circle number 149 for more information) e 


SS a 


oe ORLA TE SMR 








ss en 


ARR 





% 
Fd 





Get 
men f 
Kee 


again 


WEIG 
OF E. 


a Tv 
spent 
erage 
sheer 
by P 
Culloi 
printi 

Bec 
chase, 
this m 
daily 

Thi 
vaged 
ize tl 
institu 
trols. 

Bef. 
shoulc 
Also, 
shoul 
with ¢ 
distrik 

Aw 
ment 
less c 
comm 
service 





SHARI 
TO KI 


@ STs 
First 
have t 
output 
down. 
By 
systen 
putati 
the ur 
At 
long t 
proce 
checks 
mortg: 
counti 
tation: 
By 
night ; 
ity of 
Cente 


JUNE 1 





& 
' 
& 
4 








é 
5 
g 


RENE RS 


ems 


PRTG 





SORES 2H 


th ARS ME MOE Oe 


_ 


ey 


WHER am 


Get the order—this separates the 
men from the boys. 

Keep the customer sold—call back 
again and again. 


COST CUTTERS 


WEIGH REAL COST 
OF EACH FORM 


@ TWENTY CENTS of every dollar 
spent on business forms by the av- 





erage American firm represents | 


sheer waste. This statement is made 
by President Alven S. Ghertner, 
Cullom & Ghertner Co., Nashville 
printing firm. 

Because of improper design, pur- 
chase, control, distribution or use, 
this money is going down the drain 
daily in a flood of paper. 


This 20% waste could be sal- | 


vaged if managements would real- 
ize the actual cost of forms and 
institute proper paperwork con- 
trols. 

Before a new form is adopted, it 
should be carefully thought out. 


Also, all forms and reports in use | 


should be reviewed periodically 
with an eye to need, efficiency and 
distribution. 

A well organized forms manage- 
ment program results not only in 
less costly paperwork, but better 


communications and stepped up | 


service, President Ghertner says. 


SHARE YOUR COMPUTER 
TO KEEP COSTS DOWN 


@ STANFORD UNIVERSITY and the 


First National Bank of San Jose | 
have teamed up to keep computer | 
output up and _ processing costs 


down. 


By day, a Burroughs 220 EDP | 
system will perform varied com- | 
putational and scientific tasks for | 


the university. 

At night, the computer, under 
long term lease arrangement, will 
process magnetically encoded 
checks, prepare statements, handle 
mortgage and installment loan ac- 
counting and other bank compu- 
tations. 

By keeping the computer busy 
night and day, the “thinking” capac- 
ity of the Stanford Computation 
Center will be extended 10-fold, 
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error-free 
dictating 

and 










t=J For private dictation or con- 
ference recording, start, stop, 
review, erase or correct... n0 
need to worry about pushing the 
wrong button —there’s only one! 


Stenocord 
helps you 
do more 
in less time 
at 
less 








COST... 


STENOCORD'S reusable MAG- 
NETIC BELT #s proved best. 
Fold it, mail it, file it, use it 
hundreds of times over — you'll 


get true fidelity every time! f 
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iis en 
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No other dictating machine — at any price — will help you do your job as easily 
and as well. Your first five minute test will prove that STENOCORD incorporates 
all the best features of expensive machines — without their drawbacks. Here are 
just a few of the many features you will find: Light, magnesium-alloy body for 
easy portability and strength; automatic warning buzzer to signal end of belt; 
control lights; ultra-sensitive sound pickup for conference use; pin-point index 
control. All this and more, ready to use for only $199.50 plus tax «+» 


Full line of accessories available. 


To: Stenocord of America, Inc, or Pacific Instruments Corp, be 
side it tad oe bes 29 Broadway 940 N. Fairfax Ave. ‘ 
Bec ake Se New York 6, N.Y. Los Angeles 46, Calif. : 
(Tel: BO-9-1480) (Tel: OL-6-0020) : 
5-DAY FREE TRIAL YES! I want proof of how STENOCORD will save 1 
me more time and money. ; 

IN THE PRIVACY O) Phone to arrange FREE 5-day trial in my office 
0 Send FREE literature only 

N 

OF YOUR OFFICE. [em ! 
City Zone State. r 
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ADVERTISEMENT 





A Classic Opportunity 
To Sell A Magnificent | 
(and Little Understood) Market | 


i 
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FREE ...A unique report which lays bare the little-known . “- 


facts on influences in school buying decisions— prepared } com 

;  witl 
by one of the leading authorities on the school market | of E 
can 
voli 
call 


ee ee ae 


} {* is an Opportunity to use a comprehensive new analysis showing 
who makes the decisions in the purchase of school equipment and 


construction materials and services. 











i 
ia : / 
The report shows the widespread misunderstanding of the role that 
key people play in these buying decisions—how this misunderstanding a | 
; . ‘ . a p 
now offers many companies a powerful opportunity to begin or expand safe 
sales to this mushrooming market. | Yet 
or Ci 
) gran 
This comprehensive new report includes detailed information on major 7 H 
° ° . . . — yran 
buying influences, sizes of the market, profit opportunities, people and = 
é pay! 
organizational groups with buying authority and comparative costs of pre 
E or n 
reaching all groups. dust 
ness 
; ‘ , . . an il 
To help us identify advertiser interest in the school market, you may Hea 
have a copy of this interesting new report—without cost or obligation. betv 
4 cans 
We will mail you a copy if you simply write on your company letter- N 
é s | deaf 
head to Research Director, School Management, 22 West Putnam Ave- ania 
nue, Greeenwich, Connecticut. plan 
soun 
take 
Publishers of: deac 
SCHOO | M A N A i ‘ KM Hh) N ? School Management i A 
School Office }  cessi 
Magazines, Inc., 22 W. Putnam, Greenwich, Conn. School Construction | duce 
2 Services scre 
s e\ 
men 
foun 
| bing 
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Associate Director Robert M. Gor- 
don says, and cut costs for both the 
university and the bank. 
Companies, who can’t afford a 
computer individually, can team up 
with others in the purchase or lease 
of EDP equipment. The same idea 
can be adapted where computing 
volume is inadequate to economi- 
cally justify investment by one firm. 


SAFETY INSURERS 


GIVE ADEQUATE EMPHASIS 
TO NOISE CONTROL 


® HEARING PROTECTION is as much 
a part of accident prevention as 
safeguards for eyes, limbs and life. 
Yet many companies are lukewarm 
or cold to hearing-conservation pro- 
grams. 

How necessary is such a_ pro- 
gram? Count the names on your 
payroll and imagine one out of 
every four is sick. This is the ratio 
of newly hired workers in heavy in- 
dustry who show a degree of deaf- 
ness, according to a survey by 
an insurance company. And a Public 
Health Service survey showed that 
between eight and 10 million Ameri- 
cans need hearing aids. 

No one doubts a drop-forge could 
deafen a person. But what are the 
noise abatement needs of quieter 
plants? Measure the sounds with a 
sound-level meter and see. Then 
take steps to eliminate, lower or 
deaden as much sound as possible. 

A check-up often shows that ex- 
cessive noise can be sharply re- 
duced by simply tightening a few 
screws or making minor adjust- 
ments. One plant, for instance, 
found that a rotary valve was rub- 
bing its housing, emitting a contin- 
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No nuts, bolts or tools needed when adjusting Equipto Iron-Grip 
Shelving. Exclusive steel stud permits 60% faster shelf adjustment 
on 114” centers. The more you load it, the tighter it grips, yet shelf 
may be moved easily. You can vary arrangement of drawers, 
dividers, or shelves to suit changing storage needs. Four uprights 
per unit allow units to be moved without disturbing adjacent units. 


Equipto Iron-Grip Shelving is immediately available from stock 
in all sizes, either open or closed, with or without dividers, 
bin fronts, drawers or label holders. Write today 
for complete reference manual No. 485; also free 
booklet “HOW TO SOLVE YOUR STORAGE 
PROBLEMS”. 
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— you think of 
dependable rail service 
when selecting 

a plant site 


As you know, many things must be considered when 
choosing a suitable site for any industrial or commer- 
cial purpose. 


But we can’t get away from the fact that dependable rail 
service is essential for handling incoming and outgoing 
freight of any description. 


In the western territory served by Union Pacific you're 
certain to find a site that meets all your requirements, 
especially excellent transportation facilities. 


We suggest that you talk it over with a nearby U.P. rep- 
resentative or get in touch with our headquarters in 
Omaha. We'll be most happy to be of service. 





WASH. 
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LOS ANGELES 


LONG BEACH 


Industrial Development Dept. 


UNION PACIFIC 


OMAHA 2, NEBRASKA 
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ual piercing shriek. Grinding the 
assembly to precision fit did the 
trick. 

At another firm a circular saw 
produced a loud, high frequency 
noise. When several slots were 
made in the blade, the pitch was 
lowered to a harmless level. 

At Merck & Co., Inc. stainless 
steel rotating drums created con- 
siderable noise. By replacing the 
drums with plastic bags, the sound 
was cut toa mild swish. 

Wherever noise cannot be appre- 
ciably reduced, workers should 
wear some type of ear protection 
device. These range from helmets 
and ear muffs to unnoticeable ear 
plugs. Approved ear plugs do not 
“deafen” a person any more than 
sun glasses blind him. 

Acoustical consultants recom- 
mend that before employment, each 
new worker should have an audio- 
gram to determine any hearing loss 
present. Routine re-examinations 
should include all employees. Per- 
sons with significant hearing impair- 
ment should be referred to a 
qualified ear doctor. 

Permanent audiometric records 
should be maintained for each 
worker. These will serve as a check 
on any changes in an individual's 
hearing acuity. 


Persons evidencing impaired | 
hearing or particular susceptibility | 


to noise should be placed in jobs 
not exposed to extreme noise. 
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SPREAD COMPANY NEWS 
TO WORKERS ON INTERCOM 


m™ AN ADAPTABLE IDEA used by Rock- 
well Manufacturing Co., Pitts- 
burgh, is a special employee news 
service installed as part of a closed- 
circuit phone system. 

Each morning 60 seconds of com- 
pany news is recorded. By dialing 
a special number, any employee 
can keep up-to-date on latest pro- | 
motions, individual and company 
awards, financial reports, vacation 


schedules, cafeteria menus and? 


others news of interest. 

President Willard F. Rockwell, 
Jr., says the employees are enthu- 
siastic about getting the news first- 
hand rather than waiting for it to 
filter down, often in a garbled 
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version, via the grapevine. 
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Another step forward in helping business save money... 


oe 





| ANNOUNCES 





First three in a nationwide network—New York, Dayton, 
Los Angeles. Around the clock, seven days a week, to pro- 
vide overnight service. Whether your business is large or 
small ...commercial or savings bank, department or other 
wg 100 retail store, industrial, transportation, government, or any 
: bd 4 other type of business... National is prepared to serve you 

i tht, pase HORAN EATEN + all the way...from original entry to final report. 


+ NEA TEESRIS IT APIA 


How centers will operate: Information will be captured 
automatically, on punched paper tape or cards at your place 
of business, while using National Accounting Machines, Cash 
Registers, or Adding Machines in normal operation. 

The punched tape or cards will then be forwarded to a Na- 





; To be opened September Ist on the ground tional Data Processing Center where the accounting, statisti- 
Z floor of the new Getty Building, Madison cal, and management reports will be electronically processed. 
1 Avenue at 61st St., New York, N. Y. 


Parsee, Soe =" Rae How you will benefit: National Data Processing Centers 
ee : Se are the modern way... you record the original entry, National 
does the rest. Records and reports will be available to you 
faster... more economically ... than ever before. 
Growth of your business, or increases in volume of paper- 
work can be taken in stride... with minimum expense. 
Your accounting department (and the need for processing 
equipment) can be held to a minimum, without sacrificing 
the quantity or quality of information made available to you. 
Your accounting system will always be the most modern 
..as new electronic machines are made available you will 
be among the first to capitalize on their many advantages. 








_§ To be located at National’s Home Office ‘i ss = : 4 
and Factory, Dayton 9, Ohio. For unique banking services: National Centers will also 
P ? be the first to be equipped with high-speed electronic check 








1S sorters and other automation equipment to provide econom- 

1-§ .. ‘ bee ANGE ES >. CES ical processing services for banks and other lines of business, 
‘ . ; i 

- | Walional Electronic “304” saves time and money 

7 ; @ Reads paper tape at 108,000 characters a minute! 

>! ' @ Reads 2,000 punched cards a minute! 

e ' @ Prints reports at speed equivalent to 290 typists! 

ne 

id | To be located at National’s Electronic Re- meen Pos 


search and Engineering Division, 1401 E. 


ll i El Segundo Blvd., Los Angeles (Haw- , 
a thorne) California. 


ELECTRONIC DATA: PROCESSING 


ed) THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio Dy aiiiidaecmic Oe ac 


«NCR PAPER 
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How to probe for 


soft spots in your company’s 
































Competition boils down to strengthening your own strong points while neutralizing 
your opponents’ main advantages. How does your company measure up in this | 
competitive battle? How will you fare in the future? This experienced sales 
executive gives you six yardsticks to measure your comparative competitive strength. 


You can apply these yardsticks to your competitors too. 


KSA SRP 20 1c. GORA SRN IRENE 


by A. F. Bakewell 
Vice President and General Sales Manager, Victor Adding Machine Co. 





Which company in 

your field is the best competitor? 
Is it the firm with the lion’s share 
of the market? Not necessarily. 
Many top dogs of today could be 
trailing the pack in two, five or 10 


About the author 


A. F. Bakewell has been a guiding force 
in the sales growth of Victor Adding 
Machine Co. since 1946 when he was 
named general sales manager. Under 
his guidance the product line has been § 
greatly expanded and diversified. From | 
a disrupted distribution system in 1946 
has risen a highly effective sales organi- 
zation of world wide proportions. In 
addition to serving as a vice president 
and director of Victor Adding Machine 
Co., Mr. Bakewell is president or vice 
president of four wholly owned Victor 
subsidiaries. 
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competitive: armor 


years. Reason: a competitive advan- 
tage may not be the lasting kind. 

How can you test the staying 
power of your competitive strength? 
Sales statistics alone won't give you 
the whole picture. But you can get 
a clear picture of your present and 
potential strength if you probe for 
soft spots in all parts of your com- 
petitive armor. Subject your com- 
petitors to the same kind of probe 
and the picture will be even clearer. 

In essence, all competition boils 
down to strengthening your own 
strong points (and stressing them) 
while neutralizing the opponents’ 
main advantages. 

Our experience at Victor indicates 
that there are six key points at which 
to test the competitive strength of 
your own company and your com- 
petitors: 

1. Salability of product. 
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2. Workability of price. 

3. Completeness of sales chan- 
nels. 

4, Effectiveness of sales methods. 

5. Usefulness of service system. 

6. Efficiency of manufacturing 
methods. 


Relative importance of these six 
will vary by company and industry. 
An “impulse” product may rely on 
good distribution for competitive 
success. An industrial product prob- 
ably will depend more on manufac- 
turing method. A unique new 
product sometimes succeeds largely 
on the strength of the product idea 
itself. Generally, though, all six 
yardsticks are important and applic- 
able. 

Here is a review of these six yard- 
sticks and a chance to rate your com- 
pany —and your competitors — on 
various aspects of them. 


SALABILITY OF 
PRODUCT 


Is it sound in principle? Strange 
as it may seem, more than one com- 
pany and product have flopped be- 
cause no one really bothered to ask 
if the product was sound in princi- 
ple. Questioning, testing and prov- 
ing the basic merits of the product 
sounds elementary, but is a neces- 
sary prerequisite to competitive 
success. 

Is the appearance acceptable? As 
an automobile or furniture manu- 
facturer can testify, what is “accept- 
able” product appearance today may 
be old fashioned tomorrow. Even in 
less style-conscious fields, appear- 
ance counts. Heavy industrial ma- 
chines today wear pleasing paints 
and eye-catching trim. Improve- 
ments in packaging have, on occa- 
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“Competition boils down 
to strengthening your 
own strong points .. .’ 


‘ 


sion, done much to boost a product’s 
salability. Soaps, cosmetics, food 
products and so on frequently use 
packaging improvements to imply 
or dramatize product improvements. 


= Has the product line changed or 

expanded recently? Improvements 
in products or additions to the prod- 
uct line are generally good indica- 
tions of competitive progress. In 
improving an established product or 
introducing a new one, probably the 
greatest pitfall is to hastily assume 
that the competitor’s product should 
be imitated. Usually, product differ- 
entiation is a better selling practice 
than product imitation. 


a Are the features real, usable cus- 

tomer benefits? Our salesmen are 
sometimes shocked to find that the 
“big advantage” offered by the com- 
petitor’s product is simply a “differ- 
ence” which is shrewdly used as a 
benefit. 

For instance, adding machines 
made abroad are generally available 
in larger capacities than domesti- 
cally produced ones because cur- 
rency denominations are higher in 
certain foreign countries. With 
American-made machines, custom- 
ers need not pay extra for unneeded 
columns. But, for the foreign ma- 
chines this product differentiation is 
wisely used as a selling point. 
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Picking out the true benefits to a 
customer sometimes takes real study. 
= Is research in progress to make 
products more competitive? The 
need for product research is well 
recognized these days. Its impor- 
tance in keeping competitive can't 
be over emphasized. Management's 
responsibility is to direct this effort 
in the channels which are most de- 
sirable from a competitive point of 
view to give the customer the bene- 
fits and features which he will find 
most appealing and most valuable. 
Our research, for instance, focuses 
on producing machines which excel 
in ease and simplicity of operation. 





Now, how does your prod- 
uct stack up in terms of 


WEAK 
FAIR 
STRONG 


Basic Soundness? 
Appearance? 
Expansion of line? 
Real, usable features? 











Product research? 





2. WORKABILITY OF 


PRICE 


a Is the cost of the product known? 
Knowing for certain what it costs to 
produce and sell the product is a 
necessary first step in any manage- 
ment consideration of price. With- 
out this knowledge, intelligent de- 
cisions can’t be made. The optimum 
points where it becomes most profit- 
able to make and to sell the product 
should likewise be known. 


= Does price compare well with 

competitors? In recent years both 
domestic and foreign competition in 
many fields has concentrated heavily 
on price. In comparing notes on 
price it is essential to bear in mind 
that a competitive model may not 
compare in quality and features. Al- 
lowing for this, price spread may be 
less than it seems sometimes on the 
surface. Any really disproportionate 
difference in price is a competitive 
danger signal. 


= Can price be maintained or even 
reduced? Costs change, competitive 
situations change, and customer de- 


sires shift, too. Price increases are 
sometimes absolutely unavoidable 
but are always undesirable from a 
competitive standpoint. Increased 
volume is a consideration which 
should not be overlooked when con- 
sidering price. Potential additional 
sales may lower unit cost and make 
price cuts practical. 

= Does the price give the customer 
fair value for his money? Price is not 
an isolated factor. Don’t consider it 
all-decisive! Anyone can build a 
cheap product. The “trick” is to 
build a high quality product in the 
most efficient and economical way 
so as to be competitive price-wise. 


Can enough profit be realized by 
salesmen and company to make the 
selling worthwhile? In considering 
price the profit-motive which makes 
being in business worthwhile must 
be assured! 





Now, how does your price 
stack up in terms of 


WEAK 
FAIR 
STRONG 


Knowledge of cost? 


Comparison with com- 
petitors? 


Possiblepricereduction? 
Fair value to buyer? 


Profit for company and 
salesmen? 














3. COMPLETENESS OF 
SALES CHANNELS 


s» Do they cover the market geo- 
graphically? In a competitive battle, 
as in a military one, logistics is im- 
portant. Having the product and the 
people to sell it on the spot is often 
half of the battle. For example, our 
network of 66 branches, 800 fran- 
chise dealers and sales and service 
representatives, and 6,000 non-exclu- 
sive dealers gives us the necessary 
coverage. A nationwide chewing 
gum company probably needs sev- 


eral times as many outlets to get the | 


same coverage. A specialized indus- 
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trial product can cover the same 


total area with a dozen or so offices. | 


w Are they stable and dependable? 
With any large and far-flung system 
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of sales channels, stability is impor- 
tant. A staunch and dependable 
“wall” of sales and service firms is 
the first line of defense against com- 
petition. We have found no nice pat 
way to obtain and maintain such 
stability. But, for our exclusive out- 
lets we have formed a satisfactory 
system by: consistently protecting 
territories, using incentive programs, 
giving sales aids and training, and by 
keeping operating policies uniform. 
® Can they be expanded into com- 
petitor’s “home” ground? Extending 
sales channels into a competitor's 
favorite territory is a classic example 
of using the organization itself as a 
sales weapon. Foreign firms have 
come here. American firms have 
gone “there.” 


“= Are management policies uni- 
form and fair? Uniformity of sales 
policies and methods is highly de- 
sirable from a management point of 
view so that every member of the 
organization knows what is expected 
of him and how to go about selling 
the product in the manner most 
likely to be successful. 


™ Are the personnel manning the 
channels competent? Whether the 
sales channels are domestic or for- 
eign, the caliber of personnel man- 
ning the “outposts” and the 
effectiveness of communication with 
them are of critical importance. Be- 
cause of turnover of personnel this is 
one of the most sensitive of areas. 





Now, how do your sales 
channels shape up in 
terms of 


WEAK 
FAIR 
STRONG 


Market coverage? 
Stability and dependa- 
bility? 

Expansion into compet- 
itors’ market? 

Uniform and fair poli- 
cies? 











Competent personnel? 





4. EFFECTIVENESS OF 
SALES METHODS 


™" Do they work? If the product, 
price and channels seem adequate, 
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perhaps the sales methods are to 
blame for any shortcomings that 
may exist in the over-all sales pro- 
gram. 


® Are the methods used the very 
best available? Even within an in- 
dustry, sales methods vary greatly. 
It is difficult to say which is “best.” 
Most important is that there be a 
method and that it produce the ex- 
pected volume of sales. 

The “knock on every door,” trial- 
cycle type of selling is the backbone 
of our sales scheme for market pene- 
tration. Supplementing this is na- 
tional advertising and _ product 
publicity, which produces sales 
leads to “skim off” the hottest pros- 
pects so that they will not have pur- 
chased a competitive machine 
before the Victor man makes his 
next call. 


™ Are they followed? The finest 
sales methods in the world are 
worthless unless followed. Super- 
vision to assure use of the estab- 
lished method is a constant require- 
ment. 


® Are they taught and understood? 

Ability to explain product features 
to the customer in terms of benefits 
to him comes only from complete 
understanding of the product and its 
application. Sales training and sales 
communication must convey and 
keep alive this understanding. 
Through this never-ending process 
of education, salesmen maintain the 
confidence in themselves, their com- 
pany and their product . . . confi- 
dence which allows them to face 
competition without fear. 


® Are they complete (take compet- 
itors into consideration)? No sales 
method is complete unless it takes 
into consideration the competitors’ 
product and methods. A salesman 
selling an automobile must know the 
customer benefits offered by the 
automatic drive on his brand of auto 
and know the advantages and dis- 
advantages of the automatic drive 
of the competitive makes. Advertis- 
ing pieces comparing one car to 
another (or to several others ) have 
appeared frequently in recent years. 
The most effective of these appear to 
be those that are the most forth- 
right and honest. 

A competitor can be eliminated in 


advance by a properly prepared 
salesman or by advertising which 
takes the competitor into considera- 
tion. 





Now, how do your sales 
methods stack up in terms 
of 


WEAK 
FAIR 
STRONG 


Workability? 

Best available? 

How they are used? 
Being taught and un- 
derstood? 

Their completeness? 














5S. USEFULNESS OF 
SERVICE SYSTEM 


® Has desirability of service been 
carefully considered? “To service or 
not to service, that is the question” 

(Continued on page 96) 


4é 


... While neutralizing 
the main advantages of 
your competitors.” 
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How to: get ideas © | f 
/ 
by Raymond Dreyfack 4 
Do you use scien- Ne 
tific methods to hire creative, think- | 
SENSITIVE ing individuals, then do an about- | tir 
face and stifle their creativity on | 
the job? | ha 
Creativity in business is self- | 
expression. Just as the pianist must | mi 


FLEXIBLE be permitted to play, and the actor 
permitted to perform, so must the 
creative person in business be al- 
lowed to exercise his talents if his 
own well-being and the well-being 

CHALLENGES STATUS QUO of his company are to be furthered. 


RNAI IT Hc 6 





Rob him of his drive, wittingly or | 5 
unwittingly, and here’s what you i as 
may expect: ‘ on 
Frustration—buried in an out- H 
UNCONVENTIONAL ward show of indifference. The crea- : 
tive person stops functioning inthe § ©28 
best, most profitable interests of his effic 
company. ing 
Resentment—or bitterness, often sale 
RESPECTS COMPETENCE unnoticed, directed toward the per- | adv 
son he holds responsible for caging | You 
his talents. —ad 
Dissatisfaction—coupled with a} S18 
determination to seek “greener pas- § ©XP' 
NEEDS FREEDOM tures.” The creative person may | rH 
eventually resign; his employer is | thes 
invariably the loser. ; = stim 
Progressive firms take definite § ‘© | 
steps to make sure these things don’t | &'V¢ 
happen. First, an effort is made to | 
QUICK THINKING understand the creative mind. Then § Do 
the machinery is furnished to keep) cre 
this mind productive. : 
Periodically, ask yourself this J V 
question: “Is our climate conducive i Hov 
CRAVES RECOGNITION to genuine creativity?” Only anhon- § are 
est, thoughtful answer will do. S = desi; 
This, and the following seven life 
questions faced up to frankly, may § reas, 
help you establish a new “creativity J Ki 
evaluation program.” § let’s 
MANAGEMENT METHODS | JUNE 
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from an 


“idea man” 


No company can survive for long without the idea man, whoever he may be. Some- 


times the idea man has his value dimmed by the way he is managed. Could this be 


happening in your company? Thoughtful answers to the seven questions in this article 


may help you unleash fresh idea power that can be converted into company profit. 


Do you your 
creative people? 


They surround you. Your plant 
engineer, for example—hired to solve 
efficiency problems. Your market- 
ing people—specialists in research, 
sales, sales promotion, packaging, 
advertising, and product design. 
Your outside business associates, too 
—advertising agency personnel, de- 
signers working on commission, and 
experts in marketing research organ- 
izations to which you pay fees. All 
these creative people can help you 
stimulate company growth and real- 
ize your profit potential . . . if you 
give them the chance. 


Do you the 
creative temperament? 


What is the creative person like? 
How does he act and react? What 
are his ambitions, his drives, his 
desires? What does he want out of 
life and what can you do, within 
reason, to help him get it? 

Keeping these questions in mind, 
let’s paint a portrait of the typical 
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“idea man.” This has been done be- 
fore, so we'll merely summarize: 

The creative person is sensitive. 
Although conscientious in the ex- 
treme, he’s opposed to rulebook 
management. 

He yearns for freedom of action 
and thought. 

He respects competence, and 
feels the need to be surrounded 
by it. 

His mind is highly flexible—mean- 
ing that more thoughts come faster, 
he can switch projects easily, and 
is able to integrate indirectly related 
ideas. 

He may be disinterested in the 
more popularly accepted diversions, 
and may spend his spare time fol- 
lowing unique pursuits of his own, 
buried in a book, or out collecting 
tales of Tanganyikan folklore. 

His presence is a constant chal- 
lenge to the status quo. 

Unconventional by nature, he’s 
prone to restlessness under conven- 
tional restraints. 

He’s highly sensitive to criticism, 
and rankles more readily when it is 
unjustly applied. 

He craves recognition and respect, 


title and position. He spells prestige 
with a capital “P.” 


Do you the 


two extremes? 


After reading that description of 
a creative person, perhaps you're 
wondering—“What kind of an un- 
manageable nut do we have on our 
hands?” Is management supposed to 
go out and take a course on “The 
Care and Feeding of the Original 
Thinker’? Should policy be thrown 
to the winds, should the existing 
organization be disrupted, simply 
to satisfy some self-styled genius? 

Well, not quite! Admittedly, the 
original thinker does require specia] 
treatment and consideration on a 
personal, individual basis. And, if 
our man is truly productive along 
creative lines, the profit potential 
of his output will more than warrant 
the extra efforts made on his behalf. 

Moreover, the fact that he does 
require special treatment doesn’t 
imply that we're dealing with an un- 
disciplined and unreasonable boor. 
Usually, his sense of fair play will 
be highly developed, and his “un- 
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ruliness”—if a word that strong may 
be applied—can be attributed to his 
unwillingness to conform blindly to 
established standards. 

But just as we do not “kneel and 
worship” the creative person, and 
cater to his every whim, neither 
should we value him lightly. 

Dr. Simon Marcson of Princeton 
University puts it this way: “If you 
treat a professional no differently 
from an hourly wage worker, you 
are going to affect his enthusiasm, 
his motivation and his interest in 
staying on the job.” 

Recognition of creative efforts is 
especially important. A case in 
point: 

Salesmen for a leading forms 
manufacturer were urged to offer 
suggestions for the improvement of 
operating procedures in a special 
area of the company. Special forms 
were designed for the program, and 
mutual benefits clearly defined. 
Because the idea and over-all ob- 
jective were intelligent and well 
planned, the program got off to a 
booming start. Within a few weeks, 
however, it fizzled. 

One of the salesmen, in an off-the- 
record interview, summed up his 
feelings. “When the idea was pro- 
posed it sounded great. Improve- 
ments were needed. The men and 
myself really racked our brains for 
ideas. I worked till 11 o'clock three 
nights in a row, filling out those 
forms. 

“And then? 

“Then I quit cold. They never so 
much as acknowledged my work. 
I expected a pat on the back at least, 
and maybe a little more, because I 
thought some of those suggestions 
were pretty good. But not a word 
came through. That’s the last time 
I beat my brains out over a project 
like that.” 


Are creative ideas 
really welcomed? 


= Sometimes they aren’t. Many 
managers will “jump down the 
throat” of a subordinate who sug- 
gests a new idea. The reasons are 
obvious. New ideas always contain 
an element of risk, and there is 
understandably a fear of change. 
Jealousy, too, may be a factor. 
How, then, to assure the uninter- 
rupted flow of creative ideas? Ralph 
E. Daschke, suggestion plan man- 
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ager for the American Cyanamid 
Co., says his firm subjects each 
supervisor's evaluation of an idea to 
a second and higher authority, thus 
incorporating a multiple review sys- 
tem into its suggestion machinery. 
Another industrial relations expert 
asserts: “Top management periodi- 
cally reviews the progress being 
made. A domineering type man- 
ager is soon spotted, and corrections 
made.” Robert K. Heimann of the 
American Tobacco Co. adds: “In 
theory it is possible for managers 





way to wound the ego of a creative 
person than to let him think that an 
employee of lesser qualifications is 
earning higher pay. Money also re- 
fers to other forms of financial com- 
pensation—insurance, pension par- 
ticipation, stock sharing and stock 
option plans, bonuses, and so on. 
Prestige as well as income is im- 
portant to the original thinker. 
According to Dean B. H. Jarman, 
professor of education at George 
Washington University: “One of the 
most effective, but often overlooked, 





“Creative thinking is the bringing of something new 


through a process of thought.”’ 


into being 


E. 1. GREEN 


“Creativity ...is that mental process by which man... arrives at 
new patterns, new configurations, and arrangements that better 


solve some need of mankind.” 


PROF. JOHN E. ARNOLD 


“Creativeness...is the capacity to produce through thought or 
imagination; capacity for original work.” 


DR. GARDNER MURPHY 





to frustrate subordinates. However, 
managerial personnel are trained to 
encourage creative thinking by their 
subordinates, and the steady flow 
of ideas upward indicates that such 
frustration is minimized in practice.” 

Of course, not all ideas are 
“money-makers.” When a mind is 
constantly pregnant with ideas, an 
occasional stillbirth is to be ex- 
pected. 

But even poor ideas must be wel- 
comed. The creator is entitled to an 
explanation, and it should be one 
he can clearly understand. He 
should then be encouraged to pro- 
duce more ideas. Criticize the origi- 
nal thinker too severely for his duds 
and your'e likely to frighten him 
him off the thin, creative ice. 


Are the rewards for 
creativity sufficient? 


m= There are two basic kinds of re- 
ward in business for a job well done 
—money and prestige. Money, of 
course, refers to salary—and this 
must be adequate. There is no easier 


ways of getting top performance 
from employees is to use prestige 
motives.” 

Many firms encourage partici- 
pation in professional and trade 
associations; others make avail- 
able attractive educational facilities, 
or provide subscriptions to trade 
and professional publications. While 
advancing the knowledge of em- 
ployees, these practices also con- 
tribute heavily in the prestige 
department. 

It is possible, obviously, to com- 
bine money and prestige rewards 
by elevating the creative person to 
an administrative post. But this may 
prove to be a mistake. Original 
thinkers who operate in a first class 
manner On an individual basis may 
convert to second class perform- 
ers when given a group to admin- 
istrate. The individual’s creative 
strength may lie primarily in doing 
the job himself—investigating, ana- 
lyzing, and coming up with the 
answers—rather than in guiding 
others. As one psychologist puts it: 
“Make sure you don’t sacrifice a 

(Continued on page 94) 
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When to calla 


press 


conference 


It’s tempting to consider the publicity you ll get by calling trade and business 


editors together to show them something new. But from the editors’ point of view, 


your press conference may be a washout. Here some editors tell you why. 


They advise you on when and when not to call a press conference, and 


how to run one for best results. 


JUNE 1960 


by Lucien R. Greif 


President, Greif-Associates, Inc., New York 


Gum Press conferences 
can either make or ruin your com- 
pany’s friendship with trade press 
and business editors. 

The results of a new survey prove 
it. In the survey, 93 editors spoke 
up on the subject of press con- 
ferences, a subject about which they 
obviously have strong feelings. The 
study was conducted by Greif-Asso- 
ciates, Inc., a technical publicity 
firm. 

In summary, here’s what the edi- 
tors said: 

Unless you really have something 
to say that can’t be covered by a 
news release or a more com- 
plete press kit, don’t waste your 
money, and the editors’ time, on a 
press conference. 

Five key points stood out clearly 
in the answers the editors gave: 

1. Carefully select the time and 

date of a press conference. 

2. Distance an editor must travel 

to attend is no real problem. 


3. Don’t try to do too much. 

4, Arrange things for the editor’s 
convenience. 

5. Consider the value of a tour 
of your facilities. 


Make sure of the purpose 


= Almost to a man, editors agreed 
that a press conference is valueless 
unless you are certain to accomplish 
more than you might with the con- 
ventional release. Promotion of a 
company officer is not enough rea- 
son for a busy editor to travel 300 
miles to your plant; nor is a minor 
change in a machine which has 
been available for 15 years. 

But if you are introducing a really 
new product which will be of vital 
interest to the readers of many pub- 
lications, and if it would take too 
many pages of writing to explain 
all the possible story angles, then 
consider a press conference. 

“Don't schedule a press confer- 
ence unless you have something 
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Editors want meaty information and... 


really hot,” is the way Anderson 


Ashburn of American Machinist 
put it. 
“We believe press conferences 


are important, as they frequently 
result in stories we might not other- 
wise get. Tell us what the meeting 
is all about, so that we may know if 
it is worthwhile for us. Distance, 
time, day of week are not as im- 
portant as topic to be discussed.” 
(John C. Vaaler, Chemical Process- 
ing. ) 

only rarely are press con- 
ferences necessary. And we can't 
help wondering if the . . . money 
hasn't been spent extravagantly on 
elaborate press conferences when 
good news releases would have done 
the job just as well.” (J. E. Kastrop, 
Petroleum Engineer. ) 

Despite the demand for some- 
thing of real value from a press con- 
ference, editors commonly agree 
that press conferences are some- 
times useful for background infor- 
mation. One manufacturer has a 
conference once every two or three 
years for this purpose. 

Francis C. Smith, Southern Power 
& Industry, suggested a press con- 
ference “to show a new installation 
at your customer's plant. Few edi- 
tors are able to travel to and visit 
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as many of their readers’ plants as 
they should—to get good case his- 
tories and have a chance to discuss 
problems with the readers, deter- 
mine editorial policies. Press con- 
ferences are more a question of time 
than money—though, of course, ex- 
pense also enters into it.” 

Says W. A. Barbour, Product 
Design & Development: “A top- 
drawer build-up ( press conference ) 
for a second-rate cause is a com- 
plete waste of time.” 

“Please, no formal plant openings. 
They're very dull.” A formal request 
by Melvin Mandell, Dun’s Review 
and Modern Industry. 

Other reasons for press confer- 
ences: to announce marketing plans, 
or to discuss status of research pro- 
grams. 

Finally, here’s a thought to re- 
member: a poorly conceived con- 
ference will do more harm than 
good if those who attend go away 
with the feeling that the expense 
in time and money did not con- 
tribute to the content of their pub- 
lication or to their knowledge. 


Timing 
= According to the survey results, 
the best time to hold a press con- 


ference is the second Tuesday of 


the month, starting in the morning 
and ending with a luncheon. 

If Tuesday is not suitable, Wed- 
nesday or Thursday ran a close sec- 
ond choice. In any event, don’t plan 
for Monday or Friday. Only one- 
third the number of editors who re- 
plied thought these were good days 
for such an affair. 

If the second week of the month 
is not feasible, pick any other. There 
isn’t much choice between the first, 
third, or fourth week; all of them 
lagged about 30% behind in popu- 
larity. 

Dale Van Horn, Western Archi- 
tect & Engineer, prefers “to have 
program before the meal, in case of 
conflicting luncheon dates. Also, 
getting the press kit first permits us 
to prepare questions. A late after- 
noon conference is a good idea, 
because it doesn’t interrupt our 
work.” 

Another opinion indicated that 
there seem to be too many confer- 
ences. Also, they frequently inter- 
fere with business shows. For the 
best results, therefore, stay away 
from the weeks when the big shows 
are on, certainly at least those in 
your field. 

Under the general heading of 
“timing,” editors were asked if they 
prefer to eat first, or have the techni- 
cal program first. Program first, was 
the overwhelming decision. 


Distance editors will travel 


= It is commonly believed that 
editors prefer to attend only those 
conferences close to home. How- 
ever, out of 93 replies, 55 editors 
said they would travel more than 
100 miles, whereas only 17 confined 
their activities to city limits. 

The main point, again, seems to 
be the merits of the conference. Or, 
as Edward Ford of Motor explained, 
“How far will we travel? It depends 
on importance. We've gone over 
1,000 miles, at our own expense, 
when it’s worthwhile (we hope).” 

“As far as were concerned, no 
distance is too great nor time too 
much if a story is worth it. But many 
press conferences could be covered 
more than adequately by a news re- 
lease.” So speaks an editor in the 
metal-working field. 

“Distance we'll travel depends on 
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subject matter. We've gone 1,500 
miles for some; others are not worth 
crossing the street to attend.” 
(Thomas Hanson, Plant Engineer- 
ing. ) 

Don’t do too much 

= Analysis shows that half a day 
is about all most editors would like 
to spend at a press conference. In 
fact, answers to the question on how 
long a press conference they can 
afford to attend indicated that half 
the respondents considered one to 
two hours sufficient for most pur- 
poses. Twenty-four editors thought 
half a day was justifiable, and only 
13 were willing to spend the day. 

“A press conference should last 
no longer than it takes to tell the 
story,” said one editor. 

Several editors suggested that 
press conferences be held in the 
major publications centers—New 
York, Philadelphia, Chicago, Cleve- 
land—whenever feasible. However, 
when a trip to the plant is a better 
way to do it, you can frequently at- 
tract more editors by providing 
transportation. However, there were 
several editors who stressed that 
this was not necessary, that, in fact, 
they preferred to pay their own way. 

“Although I’m probably in the 
minority, I don't like to have my 
transportation paid,” one _ editor 
wrote. “It is only human to feel that 
you owe somebody the courtesy of 
doing some kind of a story after they 
have spent a large sum of money 
taking you to a press conference. 
I'd like to make a decision on the 
story purely on its merits. 

Speeches—perhaps irrelevant ora- 
tory is the more descriptive term— 
are definitely undesirable. However, 
editors will sit still for a knowledge- 
able technical man who knows how 
to make his subject come alive. A 
rule of thumb suggested by T. W. 
Black, The Tool Engineer, was this: 
“Oratory and introduction, 45 sec- 
onds; technical discussion by a 
qualified expert, 20 minutes; ques- 
tion and answer session, as long as 
questions are being asked.” 


The editor’s convenience 


® Remember that the editor is 
your guest; be helpful and do all you 
can to make him comfortable. This 
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does not necessarily mean the most 
lavish (and time-consuming ) lunch- 
eon you can think of, a point made 
specifically by several editors. 

One way to help is to provide the 
press kit before you start the formal 
program. Seventy percent of the 
editors surveyed said they prefer it 
this way; it gives them a chance to 
bone up on the material, get ready 
for the questioning session. (Ob- 
viously, don’t have the speaker read 
the material in the kit. That’s a 
pointless waste of effort. ) 

Another major help is the pres- 
ence of a photographer, strictly at 
the disposal of the editors who 
might wish to avail themselves of 
his services. No matter how good 
your planned photos, each editor 
will have his own ideas of how best 
to present the equipment to his 
readers. Help him. 

Melvin Mandell (Dun’s Review 
and Modern Industry) offers these 
sad experiences from which you 
should benefit when making your 
own plans: “At most press confer- 
ences, a lot of time is wasted intro- 
ducing all the company officials 
present. They never start on time. 
Usually they don't have a _ pho- 
tographer present to take special 
photos. They serve too many courses, 





... they’Il listen if your story is sound 


with the result that everyone falls 
asleep after lunch. . . . And, please, 
don't let the company president get 
into an hour-long speech on com- 
pany history... .” 


Plant tours 


= Although some editors were 
rather strongly against plant tours, 
the majority (71 to 19) favored 
them. T. W. Black (The Tool Engi- 
neer) made several suggestions: 
“For a plant tour, figure two hours 
at the most (some editors have 
fallen arches). Have editors go 
through in small groups, each with 
a qualified guide. Make sure the 
supply of safety glasses (where 
needed ) is ample. Have a briefing 
session before the tour, using a com- 
prehensive plant layout or three- 
dimensional model. Then the tour 
itself will make some sense.” 

And now, by way of summation, 
a few extra comments by Editor 
Black. 

“A press conference is useful when 
it enables us to obtain information 
that will ultimately be of value to 
our readers . . . or when it gives us 
an opportunity to meet people who 
can, sooner or later, be sources of 
information ... or when it adds to 
our own store of knowledge. The 
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ideal press conference combines all 
three. 

“We prefer to see a new product 
in actual use—at the user’s plant, 
rather than the manufacturer’s— 
where we can get actual perform- 
ance data. Generally eliminates ex- 
travagant claims by sales managers. 

“We can travel to any point in 


Then we can plan ahead and per- 
haps schedule some other work in 
the area at the same time. 

“We'll stay as long as it takes to 
get a story. We prefer a short orien- 
tation period, then plenty of time to 
tour the plant and ask questions of 
the experts. Also, we like to have a 
photographer available for specific 


“A few other comments: don’t be 
too nice to us. If you have a real 
story, well come to you—at our ex- 
pense. No need to purchase plane 
tickets or pick up hotel bills for 
members of the press. Editors at a 
press conference are working—don't 
load them up with cocktails before, 
during, and after. And elaborate 
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the U. S. and Canada—have even photos for us. We really believe that meals, though offered in a hospi- 
gone to Europe to cover press con- one good photo is worth a thousand table spirit, can seriously cut into the 
ferences. The criterion is its useful- words. editor’s working or travel time. D 
ness. Incidentally, we expect com- “Press kits are fine for background “Remember, too, that editors are , 
panies to level with us when they information, but we'd rather dig out not influenced to give companies CO 
invite us. Sometimes we're disap- our own story. Anyway, we prefer preferential treatment by hospi- : 
pointed, as in one trip involving to have as much advance informa- _ tality, Christmas fruit cakes, and} to 
1,200 miles and several man-days. tion as possible before the event. that sort of thing. Your clients want | 
Turned out this great event was This aids us in planning a story that _ publicity; editors want information | 
opportunity to look at a very slightly will appeal to our readers. that will be interesting to their } 
redesigned machine tool that, at the “We never listen to speeches—if readers. Concentrate on helping the | gum 
moment, was not in operating con- you mean the irrelevant oratory de- editor get what he wants—in as little Sait 
dition. livered by some company presi- time as possible—and your client of 
“We'll come to Stamford, Conn., —_ dents. But we can listen to a good __ will get what he wants if there is a ‘ 
(from Cleveland) if the subject is engineer talking about, say, a manu- real story for the editor’s publica- a 
of interest, and if you can let us facturing line he has designed all _ tion. If there isn’t a story, dont si 
know about a month in advance. day and well into the night. call a press conference.” & ss ‘ 
fisca 
rath 
peri 
MANAGEMENT METHODS edifors, like the editors of other business publications, \ 
attend press conferences regularly. And we‘ve kept notes on some of the good’ to tl 
; ; and bad things we've noticed in the way press conferences are run. year 
§ & § Here, based on our own experience, are some ideas on what to do, man 
or avoid doing. 
Send invitations early. Last minute Make press comfortable. Adjust Have technical men on hand. If you” 
telegrams are usually wasted. Editors, temperature, ventilation. If you need don’t know all the answers, have en-7 
like everyone else, need time to plan a mike, see that it works. Have enough gineers or other specialists there who” 
appointments. Burroughs Corp., for in- chairs, ashtrays. Check cloak room do. ; 
stance, mailed original invitations a facilities and rest room supplies. Use showmanship. Capitalize on any) - 
month ahead, followed up with a phone Provide readable badges. Haloid dramatic elements inherent in your 
call a few days before the event. Xerox, for instance, had jumbo type, news. For instance, if you're introducing 
Avoid conflicts. Check what other easy to read at a glance. Give the twin products, why not use twin girls as}, 
shows, conventions and conferences press badges, too. demonstrators. - 
are scheduled before selecting your Skip formal introductions — along Invite participation. Give each re-} 2 
date and time. All too often, as many — with ramblings, boasts and bromides. porter a chance to work your machine) 5 
as three events are scheduled for iden- § Have demonstrations and talks con- or at least handle what it produces. oe 
tical hours. tribute more than what's in the press Have an adequate press kit. Givea) 2 _ 
Start on time. Let stragglers be pe- kit. choice of photos, charts, diagrams. In-| 
nalized, if necessary, by missing some- Don’t talk down to the press. It is a clude prices, meaningful statistics, ap- < 
thing. relatively literate fraternity, moderately plication data. Forget about those) 3 
Adhere to your schedule. Finish at well versed in your business and long-winded speeches. a 
the appointed hour. Don’t let hangers- products. Give a gift if you wish. But make it 
on disrupt the plans of the majority. Invite questions from the floor. This tie in with your product or news. Camp- - 
Mix with the press. Act as host by personal give and take often provides bells, for example, gave His and Hers 
introducing your staff to all comers. more “meat” than the rest of your cups when promoting soup for break-| ~ ~ 
Rehearse your program. Coordinate show. fast. enemas 
details. Helpers — even good-looking Keep your answers specific. Don’t Be a courteous, considerate host. 
girls—don’t help matters if they mix up hedge. If you don’t want to answer a Editors, being people, will respond top ~~ 
presentation of visual aids, forexample. | question, explain why. your hospitality. eit 
verse 
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Relieve accounting headaches with 
a natural business year 


Do you close your books on December 31 or another arbitrary date? If so, you can save 
costs and work by plotting your natural business cycle and adjusting your fiscal year 


to it. Another idea: divide your year into 13 four-week periods, instead of 12 months. 
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EN your firm’s 


fiscal year match the natural cycle 
of your business activities? 

If not, you may be shouldering 
costs that could easily be shed. 

Further, if you look closely, you 
may find good reason to divide your 
fiscal year into 13 four-week periods, 
rather than the usual 12 monthly 
periods. 

Why do many corporations cling 
to the habit of matching their fiscal 
year with the calendar year? In 
many cases it’s simply because of 


habit or a law long since changed 
(excise tax law of 1909). So says 
the American Institute of Certified 
Public Accountants. 

There are disadvantages to clos- 
ing your books on New Year's Eve. 
Some obvious ones: 


® Your business may be in the 
midst of a busy season. 

® Your paperwork load may be 
extra heavy in January due to gov- 
ernment reports that must be filed 
then. 


® Your auditors are probably 








under pressure of work with other 
clients who use the calendar year. 


The natural business year 


Most companies can choose a fis- 
cal year that has great advantages 
over the calendar year. There is 
generally a cycle of activity which 
ends when inventories, receivables 
and loans are at their lowest. This is 
the “natural business year.” 

What are the advantages of using 
your natural business year as your 
fiscal year? Here are some: 

1. Your inventory can be taken 
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This business reaches its peak in mid-winter, suggesting a fiscal year ending in mid-summer. 


Business activity runs steady throughout the year. Fiscal year can be adjusted to any convenient time. 


For these businesses, the activity peak comes in summer. Perhaps fiscal year should match calendar yeor 


Peak of activity in March, low period in September. Time and money can be saved by ending the fiscal 
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when it is lowest and when your 
employees are least busy. 

2. Your balance sheet will show 
your most liquid position—always 
a help in getting bank credit. 

3. Your income statement will 
show results of operations during an 
actual cycle of your business—rather 
than a mixture of the end of one 
season and the beginning of another. 

4. You will have your financial 
statements for each year at the time 
you need them for planning the fol- 
lowing year. 

5. Your tax returns will show 
smaller amounts for inventories, re- 
ducing the area of possible dispute 
with the government. 

6. Your certified public account- 
ants will be able to render service 
to you more effectively when they 
are not in the midst of calendar-year 
auditing. 


Four times 13 equals 52 


Just as the natural business year 
makes annual comparisons more 
meaningful, another step can be 
taken to make monthly data more 
comparable. 

Many companies, particularly in 
retail sales, meat packing and en- 
tertainment industries, divide the 
fiscal year into 13 periods of four 
weeks each. The 13-period account- 
ing year saves you from attempting 
to compare a 3l-day January with a 
28-day February, or a current year’s 
four-weekend month with a five- 
weekend month of the previous 
year. 

The 13-period accounting year 
solves some difficulties, but not all. 
Holidays still affect comparability. 
The additional work of 13 periods 
instead of 12 may not be entirely 
offset by other savings. There will 
also be a day or two left over each 
year, because 52 weeks take care of 
only 364 days, but this is easily han- 
dled by adding an extra week to 
the thirteenth period when seven 
days have been accumulated (about 
once in six years ). 


Tax regulations 


To gain full advantage of your 
natural business year, you will want 
to apply it to your tax returns too. 
Tax regulations allow corporations 
to do this without advance permis- 
sion if they haven't changed their 
tax year in the previous 10 years, 
if there is no loss in the interim 
period between the two closing 
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SUGGESTED FISCAL CLOSING DATES 


Here are suggested closing dates for various industries. Although carefully 
compiled, this list should not be applied inflexibly. It is intended to show the 
approximate ending of the natural business year for each industry. Special 


Manufacturing 


Agricultural implements 


and machinery Aug. to Oct. 
Apparel— 
Clothing, men’s Oct. 
Coats and suits, women’s Nov. 
Corsets and brassieres................ Dec, 
Fur Mar. 
Fur coats Jan. or Feb. 
Garments, silk Nov. 
NY (Re west as Nov. 
Hats Oct. 
Hats, women’s trimmed Nov. 
Hosiery— 
For those selling direct 
to retailers Jan. 


For those selling to 
wholesalers and others Dec. 
Underwear Oct. 


Work clothing Nov. 
Artificial flower material Aug. 
Automobiles Sept. 
Automotive accessories... July or Aug. 

Batteries, automotive Mar. 

(see also Tires) 

Aviation— 

Aeronautical supplies Sept. 

Aircraft Nov. 
Awnings and sunshades Aug. 
Bags, burlap and buckram Feb. 
Barber shop and beauty parlor 

supplies Sept. 


Beverages (see Food) 
Books (see Publishing) 
Breweries ....... Oct. 


Brick and clay products... Oct. or Mar. 
Brooms and brushes June 
Brush fibres May 


Building materials and supplies— 
Roofing and waterproof paper. June 


Screens, etc. , June 
(see also Brick, Cement, 
Glass, Hardware, Lumber, 
Paints and Floor coverings) 
Buttons June 
Candy (see Food) 
Canning (see Food) 
Canvas goods ......Nov. 
Carpets (see Floor coverings) 
er aawhhis Jan 
Chemicals— 
Insecticides sino 
Sulphur—refining ................... Mar 


(see also Plastics) 
Cigarettes and cigars 
(see Tobacco) 


Clocks and watches Mar. 
Clothing (see Apparel) 
Coal mining Mar. 


Cotton (see Textiles) 


Cotton compresses Apr. to July © 
Crockery and glassware Jan. 
Distillers ... Aug. © 
Elastic webbing June 


Electrical equipment and supplies 
(including motors, drills, 


etc.) Sept. | 
Engines, gasoline Sept. 
Engines, marine Sept. 
Fertilizer June 
Floor coverings (including rugs 
and carpets) June 
Food— 
Bakery products 20.2... June 
Beverages Sept. 


Cereal and grain— 
Flour—milling 


Grain dealers June 
Grain, mills and elevators 
May to June 
Rice—milling July 
Confectionery ehacicaehs ae 
Dairy and produce companies 
Feb. or Mar. 
Dried fruits—packing May 
Ice cream Dec. 
Meat packing Oct. 
Salt .. . June 
Vegetables and fruits— 2 
canning Jan. or Feb. | 


Vegetable oil—cottonseed 


in extreme South Apr. or May 


Furniture Dec. or Nov. 
Glass June 
Hardware June 
Household appliances— 
Refrigerators is dein bocce aa 
Stoves and furnaces June 
(see also Radio) 
Ice, artificial ve onkcss in 
perry 5 Aug. 
Leather and artificial leather Oct. 
Lime Nov. | 
Liquor (see Distillers) 
Lumber products Oct. | 


Machinery and equipment— 


Canners’ equipment .. Sept 
Laundry equipment ............... July 
Pneumatic machinery Apr. 
Roads machinery Nov. 
Soda fountain equipment Sept. 
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Mar. to June © 





June or July | 
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/} conditions may change the pattern for individual companies. The list is 
copyrighted by the American Institute of Certified Public Accountants, and 
published here with permission. 





7 Store fixtures Sept. Silk and rayon May Jewelry and silverware Jan, 
; Sugar cane mill equipment June Woolens Oct. or Nov. Leather goods Jan. 
'- | Mattresses July Blankets Feb. Luggage Jan. 
| Meat (see Food) Tires, rubber and rubber goods... Oct. Lumber and building materials 
Y | Metal products— Tobacco Feb. Nov. to Feb. 
. Copper products June —— Toys Sept. Mail order houses Jan. 
. | Foundries and machine shops... Jan. Trucks (see Automobiles) WIR Sos, AAR kA Jan. 
°F Hairpins May Typewriters (see Office equip- Office supplies .. May 
. Sheet metal Mar. ment) ° Radio and television .. Jan. 
Snapfasteners June Watches (see Clocks) Restaurants June 
t | Wire and fencing June Woolens (see Textiles) Stationery June 
t. + Motion pictures—production Aug. Wiring devices, electrical Apr. Toys Jan. 
tJ Newspapers (see Publishing) . é ; 
©} Office equipment June = Non-manufacturing—Agricultural Transportation, Service, Misc. 
e oa age Petroleum) Cotton plantations Mar. Advertising, outdoor Mar. 
i ads, cotton and sisal .....Nov. Feed M J Advertising agencies Dec. 
' i i lacquer ..........Nov a ; ; pal ca Stn : : i 
a i Paints, varnish and lacq . Hatcheries, chicken June Air transportation companies Apr. 
t j Paper : .--.duly Orange groves Sept. Airports ’ Apr. 
: Paper containers ...Apr. estes terms Sept Cemeteries Mar. 
. Paper novelties 2000.00.00... Apr. Y , : Cleaning and dyeing establish- 
e Wallpaper ye Poultry supplies Nov. 
ie | Seeds, wholesale and retail June ments Nov. 
; Petroleum— Club, women’s June 
e / Gasoline—refining Oct. Real Estate and Construction Colleges June 
- Oil—production June Garages ; Sept. 
ly} Oil well supplies Dec. Building contractors Feb. Hospitals (AHA recommenda- 
1¢ | Plastics and plastic materials July General contractors Feb. tion) Sept. 
| Printing and engraving July Heating, piping, air condition- Hotels, residential June or July 
i.) Printing equipment Aug. ing contractors Dec. Hotels, resort (closed part 
4Y | Publishing— Marine contractors Feb. time) Last month of season 
C.F Books Jan. Office buildings May Hunting and ane clubs Feb. 
ct. 7 Books, school and college ......... June Paving contractors Mar. Laundries we June 
ne § Newspapers Aug. Real estate, agencies Sept. Photographers Apr. 
Radio, television and Real estate holding companies..... Sept. Schools, private June or Aug. 
b. phonographs Mar. Theatres June 
Railroad equipment Mar. Retail Trade Warehouses— 
ay } Rayon (see Textiles) Apparel and clothing— Cold storage = Mar. 
AY | Refrigerators (see Household Corsets and brassieres ............. July Cotton June or July 
“— appliances) Men’s clothing ..................... Jan. Tobacco ......May 
ne} Rope and cordage Sept. Ladies’ ready-to-wear ............ Sea: Qa ioe _.Mar. 
née) Rubber (see Tires) Millinery June 
Rugs (see Floor coverings) Automobiles Oct. Wholesale Trade 
ly Shipbuilding : June Books . June Automotive accessories ............ Jan. 
ne Silk (see Textiles) Coal May Candy July 
| Shoes ' Nov. or Oct. Department stores Jan. Coal Apr. 
ct. Sparding moore Oct. Drugs FM EIR vcs ocacccesvinns May 
19: Soap June (Drug stores with no soda or Cotton uae oe July 
ct.) Steel and iron products June novelty line—possibly July) Drugs June 
Vv.) Sugar, beet June Dry goods Jan. Dry goods Dec. or Nov. 
| Sugar, cane—refining Dec. or Mar. Electrical appliances June Fruit and vegetable brokers June 
ct: : Sulphur (see Chemicals) Filling stations Sept. Furs Jan. 
» Television (see Radio) Florists Sept. Groceries June 
pt.) Textiles— Furniture June —_ Jewelry and silverware Feb. 
sly | ae Sept. or Aug. | General merchandise .. Jan. ER TES AR _June 
pr. ' Cotton gins Apr. to June Gift shops May Plumbers’ materials Feb. 
OV. § Cotton goods, finished Sept. Groceries . June Radio and television Jan. 
pty Linens Oct. Hardware . Jan. | Wrapping supplies Jan. 
# 
z 
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dates, and if certain other require- 
ments are met. Other taxpayers (in- 
cluding corporations which do not 
meet these requirements ) must re- 
quest permission within one month 
after their new closing date. A part- 
nership may not adopt or change to 
a tax year other than that of all its 
principal partners, unless the gov- 
ernment is satisfied that it is for a 
business purpose. 

State tax authorities will generally 
give permission for a change of fis- 
cal year approved by the federal 
government. 

Interim returns must be filed with 
the Internal Revenue Service (and 
with state taxing authorities where 
applicable ) for the period from the 
end of the present tax year until the 
beginning of the new fiscal year. 


How to do it 


The change to a natural business 
year presents few problems. The 
by-laws of the corporation may have 
to be amended, the tax regulations 
must be observed, and companies 
regulated by the SEC must file in- 
terim reports when the period be- 
tween fiscal years is three months 
or more. 





Before making the change you 
should, of course, have the advice 
of your certified public accountants 
and your attorneys. 

In order to determine your nat- 
ural business year you will have to 
compare your business activity 
month by month. The chart below 
will help you and your CPAs to find 
the best closing date. The effect on 
your vacation schedule of the new 
closing date should also be consid- 
ered. 


You have no natural 
business year? 


Most businesses have an annual 
cycle of activity, but yours may 
happen to remain steady regardless 
of the seasons. 

You will still probably find advan- 
tages in avoiding the calendar year, 
leaving it to companies which hap- 
pen to have a natural business year 
corresponding to the calendar year. 
Among other reasons, you will 
escape the general pressure of the 
year-end rush on many of the peo- 
ple you deal with, and on your own 
employees. Your accountants can 
best advise you as to a convenient 
fiscal year. 





A new company can adopt its nat- 
ural business year as its fiscal year 
very easily by an appropriate pro- 
vision in the by-laws. The first tax 
return should be submitted for the 
period from the start of business 
until the date selected as the close 
of the fiscal year. 

Says the New York Stock Ex- 
change: “The natural business year 
of an industry in which a company 
is engaged is recommended, unless 
impractical for special reasons, as 
the fiscal year of the company in- 
stead of the calendar year.” 


Says the chief accountant of the | 


Securities and Exchange Commis- 
sion: “Advantages to be obtained 


from the adoption of a fiscal year- | 


end date which coincides with the 
lowest point in the annual cycle of 
operations are clear and to my mind 
have never been shown to be out- 
weighed by related disadvan- 
tages.” @ 





Copies of the material on which this 
article is based are available from 
Natural Business Year Committee, 
American Institute of Certified Public 
Accountants, 270 Madison Ave., New 
York 16. 


HOW TO DETERMINE YOUR NATURAL BUSINESS YEAR 


You can use this chart to plot seasonal fluctuations in your business and thus to determine what constitutes your 
natural business year. In order to get an accurate picture, it may be necessary to change some of the column 
headings. And you may find it necessary to plot figures for more than one year. 
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A practical, low cost way to 





sharpen sales forecasts 


You can shrink the range of error in your forecasts with this mathematical formula 


and two sets of figures from your files. Even if you are not mathematically inclined, 


there is probably someone in your company who can easily work out this formula. And 


the longer you use this forecast method, the more accurate it becomes. 


by Fred H. Meyer and E. E. Peters, 


W. D. Scott & Co., New York 


mee Low much would 
it be worth to you right now to have 
accurate and detailed sales figures 
for your next 12 months? 

Obviously, such information 
would be almost priceless. 

Today, of course, there is hardly 
a company that doesn’t make a 
serious attempt to predict its sales 
performance. Some companies 
spend small fortunes trying to zero 
in with an accurate forecast. 

But too often they miss by a mile. 

Now, however, it is possible to 
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make far better predictions. All it 
takes is two sets of figures—prob- 
ably available in your files—and a 
mathematical formula. 

The method is called “Inductive 
Probability Analysis,” or IPA for 
short. It has already been applied 
with success. One marketing vice 
president, once plagued with pre- 
dictions that proved from 30% to 40% 
off-base, now uses IPA and knows 
performance will be within 12% of 
forecast 95 times out of 100. 


Setting the stage 


Before the IPA formula can play 
its role, you need: 
m™ Your record of past sales per- 
formance. 

m Your record of past and current 
forecasts made. 

Assemble these two sets of figures, 
apply the formula, and you'll dis- 
cover how reliable your forecasting 
becomes. 

Any forecast, of course, can be 
improved if these three following 
principles are observed: 

1. Cautious use of national projec- 
tions and trade forecasts. 

Let’s suppose you produce “widg- 
ets.” The general business outlook 
is bright, and sales specialists in 
your field predict a good year in 
“widgets”—fact is, they expect sales 
to jump 20%. But possibly not—if 
the competition introduces a revo- 


lutionary new “widget,” or suddenly 
launches an aggressive and effective 
marketing program. National pro- 
jections and trade forecasts are val- 
uable, but it’s necessary to consider 
known or suspected marketing plans 
of the competition, too. 


2. Continuous use of field men for 
market intelligence. 

It’s true that salesmen can be 
overly optimistic, or pessimistic. 
Sometimes they overstate, other 
times they understate. Nevertheless, 
salesmen can be a good source of 
knowledge on customers’ buying 
intentions and competitors’ activi- 
ties. Companies that effectively use 
salesmen to gather field data: a) 
convince their salesmen that fore- 
casting is an important part of their 
jobs; b) determine specifically what 
marketing information is needed; 
c) assist their salesmen, where pos- 
sible, to contact key individuals at 
the decision making level; d) train 
their salesmen to evaluate the buy- 
ing program of close-mouthed cus- 
tomers; e) keep reminding their 
salesmen of the need for, and value 
of, marketing intelligence data. 


3. Organization of pertinent sales 
data. 

Many a company has a wealth of 
sales statistics and a dearth of usable 
sales facts. Some tabulations and 
analyses are a waste of time and 
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paper; other, vital facts are not 
obtained or organized to support 
the marketing effort. Consequently, 
many marketing managers find it 
profitable to survey periodically 
their data handling methods. 


immediate results 

Despite better use of national pro- 
jections, trade forecasts, marketing 
intelligence and organization of 
sales records to improve forecast 
reliability, it will be several forecast 
periods before their effect will be 
felt. 

On the other hand, IPA enables 
a mathematically inclined marketing 
manager, or member of his staff, to 
get immediate results in the search 
for sounder forecasts. 

Essentially, IPA uses past experi- 
ence to predict the outcome of fu- 
ture events. In a sense, it adds a 
mathematical “judgment factor” in 
support of the intuitive “judgment 
factor” which all marketing man- 
agers use. It does this by analyzing 
the results of past forecasting efforts 
and then projecting a range of val- 
ues within which future perform- 
ance is most likely to fall. 


How IPA helps 

Let’s take the case of a small 
manufacturer. His specific problem 
is to estimate actual sales volume in 
the twelfth period. Here are the 
records of forecasts and actual per- 
formance for previous periods: 





Actual 
Units units 
Period forecast sold 
| 15 20 
2 18 24 
3 20 21 
4 23 18 
5 30 18 
6 32 20 
7 26 22 
8 23 20 
9 22 24 
10 18 20 
11 21 
12 23 


After some calculations, IPA tells 
this manufacturer that sales in his 
twelfth period will probably be 21 
units, and there is a 95% probability 
that the actual amount will be not 
less than 15 or more than 27 units. 

Accordingly, a graph is con- 
structed. The plant operating levels 
shown in Figure 1 are the result of 
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combinations of producing units 
and production hours. For example, 
Level 1 may represent straight time 
capacity; Level 2, overtime capac- 
ity; and Level 3, two-shift capacity. 

Now, the marketing manager will 
be most directly interested in the 
predicted actual sales volume of 21 
—although the probable range of 
sales will interest him, also. 

The manufacturing manager, on 
the other hand, will find the lower 
limit of 15 of vital interest, since it 
tells him the minimum expected 
operating level for the next period 
to a high degree of probability 
(0.975). With this analysis available, 
he can confidently make plans to 
increase production to Level 2 be- 
cause he knows that the odds are 
39 to one that the sales will exceed 
his Level 1 capacity. 

The controller, finally, will note 
the expected maximum volume of 
27. Since it is very unlikely (again 
39 to one) that sales volume will 
exceed this volume figure, he is in 
a sound position to review and ad- 
just his budgeting plans as may be 
necessary. 

These are just a few of the ways 
IPA can be used effectively. 


How IPA works 

The mathematical basis for IPA 
is the formula for confidence inter- 
vals in small sample theory. It is a 
rather fearsome expression found 
in most statistics texts: 
= AS 2 

VN-l 

Non-mathematically speaking, the 
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confidence limits tell you how much 
to discount an over-optimistic fore- 
cast or how much to increase a pessi- 
mistic one. It tells you what range of 
actual sales volume you can expect 
from each forecast of sales volume. 

In this formula, the Greek letter 
uw (mu) stands for the actual value 
of the population. In our examples, 
it represents the actual sales volume. 

X (X-bar) is the average, or 
mean, value of the items in the 
sample. 

S is the sample standard devia- 
tion. This measures the spread of 
values among the sample items; that 
is, it tells us whether the sample 
values are closely grouped around 
the average, or whether they are 
spread widely on either side of it. 

\VN-1 is a term used to correct for 
the small size of the sample. Where 
our sample contains only a few 
items, there is always a possibility 
that it may mislead us. The term 
\VN-1, where N is the number of 
items in the sample, compensates 
for this. 

“t,” is a factor which is taken from 
statistical tables. It is used to con- 
vert the standard deviation term into 
the confidence interval. 

There are nine steps in calculat- 
ing confidence intervals. The sim- 
plest way to do it is the tabular 
method illustrated on the IPA work- 
sheet on the opposite page. 

SLE I 

Set up a table of paired compari- 
sons of actual and forecast sales. 
The first column lists the forecast 
period number (in this example 
based on 13 four-week accounting 





27 maximum expectation 
. 21 expected sales 


15 minimum expectation 


Forecast 


(adjusted) 
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IPA WORKSHEET 
2 3 
T 1 Difference Difference 
Period Actual Forecast on _ squared 
1 7.8 11.7 3.9 15.21 
2 7.7 12.1 4.4 19.36 
3 9.3 12.1 2.8 7.84 
4 15.1 14.4 0.7 49 
5 10.8 15.2 4.4 19.36 
6 12.8 15.5 2.7 7.29 
7 11.3 12.7 1.4 1.96 
8 13.7 19.8 6.1 37.21 
9 19.6 22.0 2.4 5.76 
10 16.7 PLP 5.0 25.00 
11 26.6 23.3 3.3 10.89 
12 13.0 23.3 10.3 106.09 
= 13 18.3 23.1 4.8 23.04 
4.0 48.2 
4 Total 182.7 226.9 — 44.2 279.50 
; ee 17.45 21.50 
6 $?=279.5=21.5 
13 
S = 4.637 
7 > = 46370 = 4637 0 = 1.338 
VNIT vy 13-1 3.464 
8 j = ie 
9 product = 2.91 











) periods each year). In the column 
| headed “Actual,” we enter the actual 


» sales volume for each period; next 


SORE RR AER ORME SA Stel 2 


to it, in the “Forecast” column, we 
enter the sales volume that was fore- 
cast for the period. 

SEBE & 

We calculate the difference be- 
tween actual and forecast by sub- 
tracting “Forecast” from “Actual.” 
Write the result in the “Difference” 
column. 

i EOF ta 


Square each difference value, 


| write the result in the “Difference 
» squared” column. 


STEP 4 
Add each column (Actual, 
Forecast, Difference, Difference 


) squared ). Write the total at the foot 


of each column. Be sure that you 
carry the algebraic sign when add- 
ing the values in the “Difference” 


» column. In our example 


OS ROLE TY 


+4.0 + (—48.2) = —44.2 
STEP 5 
Divide the results of Step 4 by 
N, or the number of items in the 
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sample. In our example, N = 13, the 
number of accounting periods under 
study. The results are shown on the 
worksheet: 


Actual 182.7 + 13 = 14.05 
Forecast 226.9+13= 17.45 
Difference 

squared 279.5 + 13 = 21.50 


There is a built-in accuracy check 
here: 

Actual +- Difference = Forecast. 
STEP 6 

Now that we have our basic data, 
we proceed to calculate some “sta- 
tistics.” The first is S, or standard 
deviation of the sample. It is equal 
to the square root of “average differ- 
ence squared.” In our example, this 
is the square root of 21.5 (calcu- 
lated in Step 5); it is equal to 4.637. 
STEP 7 

This calculation is used to correct 
for the errors inherent in “small 
samples.” 
STEP 8 

We look up t, in a statistics table. 
We choose the value corresponding 





to a sample of size (N-1) (13—1= 
12 in our example ), and the desired 
degree of confidence (95%). This 
means that our “answer” will be 
“right” 95 times out of 100; that is, 
the calculated confidence interval 
will include the true value 95 times 
out of every 100. 


STEP 9 

We multiply S (from Step 7) 

VN-l 

and t, (Step 8) to arrive at our 
interval, or range of probable varia- 
tion. In our example, the result is 
2.91. This figure determines the 
width of our confidence interval. 

These nine steps have given us 
our “working values.” Let’s now put 
them into a useful form. 

First, we calculate average actual 
sales as a percentage of average fore- 
cast sales. From Step 5, we have 


“average actual” = 14.05 
“average forecast” = 17.45 
14.05 = 80.5% 

17.45 

Next, we calculate the interval 
value as a percentage of “average 
forecast.” This value, from Step 9, 
is 2.91. The percentage is 

2.91 = 16.67% 
17.45 

Finally, we put the results of these 
two steps together. 

Actual sales = 80.5% + 16.67% 
of forecast sales 

In terms of our example, a sales 
forécast of 30 units will probably 
produce actual sales of 24.2 units. In 
any event, actual sales will almost 
surely be between 19.2 and 29.2 
units. From this, management knows 
how much to discount the over-op- 
timistic forecasts that their organi- 
zation makes. Once they have dis- 
counted the forecasts to a realistic 
level based on their past patterns of 
forecasting, they also know that 95 
times out of 100 the actual sales 
won't vary above or below the con- 
fidence limits. They can plan on bus- 
iness levels in the period that won't 
go higher than 29.2 production units 
—or lower than 19.2 units. 

The method described here will 
help to sharpen forecasts in your 
company. It will work for your com- 
pany right now. And if it is used 
faithfully over the years, the limits 
of accuracy will gradually constrict 
and your forecasting will become 
even better. & 
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Protect yourself against © 


Don’t laugh off the idea that someone could be spying on your company right now, 
Industrial espionage is rapidly becoming a big problem in business. It ranges from 
seemingly innocent eavesdropping to intricate plots designed to strip a firm of its 


competitive advantage. Here are the methods industrial spies use—and the methods 


you can use to protect yourself against them. 


Think for a mo- 
ment. How many people have 
visited your company in the last six 
months? Perhaps some of these 
visitors could have been there for 
the disguised purpose of spying on 
your business. 

Does this seem farfetched? Con- 
sider this actual case. 

One morning a man called on 
the plant manager of a textile firm. 

“I've been a stockholder for some 
time,” he said, “but I’ve never seen 
the plant in operation. Could you 
show me around?” 

The manager gave him a tour of 
the plant. The man left late that 
afternoon. With him left one of the 
firm’s valuable secrets: how to place 
an ink print on a fabric that, when 
washed, never ran or lost its color. 














The “stockholder” was a profes- 
sional spy, using one of the simplest 
methods of getting what he wanted. 
He had been hired by a seemingly 
ethical competitor to uncover this 
secret process. 

Facts show that business spying 
is assuming increasing importance 
in business today. Few firms can 
consider themselves completely im- 
mune to it. Every company has 
secrets of one kind or another that 
it needs to protect. Some of today’s 
subtle methods of uncovering busi- 
ness secrets would put Mata Hari 
to shame. 


Plug simple holes first 

There are certain simple precau- 
tions to take to keep your secrets 
from leaking out. They are obvious, 
but companies often overlook them. 

Change locks. One security-con- 
scious design firm changes the locks 
on its doors and desks periodically. 
Company spies often work as em- 
ployees. Consequently, manage- 
ment considers no locked door 
really secure. There is also a se- 
curity patrol that roams the build- 
ing to check the locks. Any material 
left out on desks is turned over to 
the divisional manager. Some guilty 
employees have had to explain their 
oversights to a vice president. 

Use project names. Have anyone 
connected with a new project re- 


fer to the work as “Project X” or 
“Job Y.” When employees refer to 
new products, components, ingredi4 
ents or styles by their descriptive 
names, there’s a chance that a 
secret may be lost. Suppose a man 
is in a bar—or in the plant or walk# 
ing down the street—and_ saysy 
“That new oil filter we're develop-7 
ing really ought to be something.7 
There’s no telling who might bel 
listening. But there’s no harm if hey 
says, “That Project X we’re working) 








on really ought to be something.) Ag 

Destroy important waste paper, tive 
Many firms use locked drop slots, Be 
paper shredders and trash burners} ;,.,. 


for important waste papers. There of 
is also a process for treating paper 
on which vital data is to be typed. ‘ 
This special treatment prevents 
copying by any mechanical repro- 
duction method. 

Even these security measures 
don’t always work. Unfortunately,) 
experience shows that there will? 
always be a few disloyal employeesf 
who might leak information to com- 
petitors. There are two ways to 
deal with this problem. 2 

1. Stress the importance of se-) 
crecy. One way to stop a lot off 
loose talk about your prices, pro-§ 
duction capacities, processes, etc.§ 
is to stress continually the import§ 
ance of keeping a secret. For ex 
ample, consider the posters that 
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plants put up during World War 
II: “Don’t talk; the enemy is listen- 
ing,” and “When you talk, the Axis 
hears.” The poster system is just 
one way to keep workers aware of 
the need for security. 

2. Discover disloyal workers and 
fire them. How do you find out who 
is leaking valuable information? 
One way is to hire a counterspy. 
Listen to what Howard Winter, 
manager of the New York office of 
the Burns International Detective 
Agency, has to say: 

“We supply undercover opera- 
tives who are capable of holding 
almost any type job. They’re 
trained to find and report any kind 
of irregularity, including the steal- 
ing of company secrets.” 

Should you, in effect, “spy” on 
your employees? Consider this: if 
they are stealing your trade secrets, 
shouldn't you take any steps neces- 
sary to prevent more thefts? 

Another way to prevent security 
leaks is to give polygraph (lie de- 
tector) tests to new employees 
whose jobs will put them in touch 
with company secrets. It’s a good 
way to catch a job applicant who 
might really be an undercover man 
for your competition. 

Here’s a case which demonstrates 
another use for lie detectors. 

An eastern research firm had lost 
some confidential data to a com- 
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IS SPYING 
ETHICAL? 


Many companies have thought of 
using business spies. But this is often 
the stopper: Is it ethical? 

A recent survey of over 200 top 
executives showed that, in general, 
there are three typical attitudes 
toward corporate spying. 


Yes! "Checking on competitors 
is vital to a business. Any 
means used in collecting in- 
formation within the law and 
within the limits of common 
morality is part of the game," 
says a manufacturing presi- 
dent. 


Sometimes! "Collecting com- 
petitive information is un- 
ethical only when illegal or 
immoral methods are used... 
that is, misrepresentation, 
fraud, bribery, burglary or 
theft," says a prominent re- 
search director. 


No! "Spying is spying, and ex- 
cept in time of war, honest 
folk don't spy," says a well- 
known soap company president. 


















petitor. Management knew that the 
information came from its com- 
pany, since it was the only one that 
had the data before the competitor 
turned up with it. 

Management decided to admin- 





ister polygraph tests to everyone, 
from the president on down. Two 
engineers refused to take the test. 
They were fired. The next day, the 
two engineers turned up working for 
the competitor who had received the 
stolen data. 

There are other 
secrets can be lost. 


ways trade 


Misrepresentation 

One of the easiest ways for a 
spy to get inside a plant is to mis- 
represent himself as someone he’s 
not. 

An alert management can trap a 
man who's posing as someone else. 
Many don't, however. That’s why 





About this article 


One source for this article was the 
report, Competitive Intelligence: In- 
formation, Espionage, and Decision- 
Making. This 78-page report was 
prepared by seven students at the Har- 
vard University Graduate School of 
Business Administration. 

Normal and controversial methods of 
collecting competitive information are 
covered extensively in the report. 
There is also a chapter on patent in- 
fringements and one on how to set up 
a company security program. 

Copies of the report are available at 
$10 from C. I. Associates, 25 George 
St., Watertown, Mass. 
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these unsuspecting firms lose impor- 
tant secrets. 

Here are four typical ways a spy 
can infiltrate your company. 


CASE ONE: A company made high 
quality razor blades. Although it 
seldom advertised, this company 
consistently outsold one of its large 
competitors who advertised exten- 
sively. 

The competitor hired a_profes- 
sional spy who called on the pro- 
duction manager of the first 
company. The spy claimed he was 
a writer from a well known trade 
magazine. 

“We are interested in publishing 
an article on the manufacture of 
razor blades,” the spy said. “Would 
you be kind enough to show me 
around the plant?” 

Flattered that his company had 
been chosen, the manager gave the 
“writer” a thorough tour of the pro- 
duction facilities. When the spy 
left, he knew why this company 
was making better blades than his 
client: a special heat process ap- 
plied to the steel before it was 
tooled. 

Action to take: If a writer calls 
on you from out of the blue, check 
his credentials. Rarely will a maga- 
zine or newspaper send out a writer 
without first checking with you. 


CASE TWO: A manufacturer of 
small electronic parts had a highly 
developed production line. He was 
able to mass produce electronic 
parts and maintain high quality. A 
rival company wanted to find out 
how. It hired a corporate spy. 

As in the case at the beginning 
of this article, the spy went to the 
first company claiming he was a 
stockholder. “I’ve heard a lot about 
the research you do here,” the fake 
stockholder said. “In fact, I do a 
bit of puttering around in my base- 
ment. That part is really 
something. How did you do it?” 

Obligingly, the plant manager 
let the spy follow a part through 
production. That gave the spy all 
the information he needed. Within 
six months, the rival company had 
set up an almost identical produc- 
tion line, and had greatly improved 
its output and quality. 


Action to take: If a stockholder 
calls, make sure his name _ is 
checked against the stockholder 
list. It doesn’t take much time and 
could save a million dollar secret. 


CASE THREE: An eastern chocolate 
candy maker consistently outsold 
a midwestern competitor. The rea- 
son: he offered the same quality 
candy at a lower price. The mid- 
western firm couldn't understand 
how the eastern concern could] 
charge so much less. It hired a spy 
to find out. | 

The spy took a job in the eastern 
plant. He was able to observe the 
entire candy making process. Here’s 
what he discovered: the firm did 
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not buy half so much expensive 
cocoa butter as his midwestern? 
client. It used lecithin, a fat thinner, | 
to “stretch” the cocoa butter. Leci- 
thin did not change the taste of 
the candy at all. 

The midwestern candy maker 
was using pure cocoa butter. His 
raw material costs were consider- 
ably higher. That’s why he was 
being undersold. 

Action to take: Run a “security” 
check on anyone who has any pos- 
sibility of coming into contact with 
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a secret process—and that means ¢ 





anyone. : 
CASE FOUR: In this instance, an? WOU 
automobile company executive} abot 
acted as a spy by posing as an em-§ turn 
ployee of a competing firm. Hef 8° 
wanted to find out whether they cont 
competitor was planning to use a W 
certain component in its newg Case 
models. ; — 
He called one of the competitor's fider 
divisions. “My name is Smith,” he TI 
said. “I’m in the accounting depart- bous 
ment here at the main office. We're than 
a little confused here about thes hour 
costs for this new model. Can you TI 
tell me whether you're going to#* hi 
use this part?” The: 
The executive was switched§ to b 
around until he got one man who O: 
knew what the answer was. He§® ¥ 
readily gave out the necessary in-§ "2 
formation. p it is 
Action to take: Don’t let employ- plat 
ees give out confidential informa-} the 
tion over the phone unless theyg ‘”%‘ 
know the person to whom they are the 
JUNE 
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talking. It’s easy for anyone to call 
der) up and say that he is someone 
ist else. 


der 

nd) Hidden microphones 

ret. It’s easy to get a secret micro- 
) phone into a key executive's office. 

ate} Consider this case. 


old} A steel salesman came to a large 
ea-§ contractor with a bid on a job the 
lity§ contractor was going to handle. He 
id-§ had a briefcase with him, but it 
ind was no ordinary briefcase. Built 
uld§ into one side was a tiny wire re- 
spy corder and microphone. The set 

} could be switched on from the 
ern | handle of the briefcase. 
: 





The salesman wanted to know 
s§ how the contractor felt about his 
did} company’s bid. He knew the man 


\OS- 7 
‘ith F 
ans 





an) would be likely to talk to someone 
ive) about the bid as soon as he left. He 
.m-) turned the recorder on, then “for- 
Het got” his briefcase when he left the 
the) contractor’s office. 
» af When he picked up the brief- 
ew case 20 minutes later, he had a 
recording of several frank and con- 
ors) fidential opinions about his bid. 
hel This type of briefcase can be 
art.) bought in any hi fi store for less 
eye) than $300. It will record up to two 
the} hours. 
youl There are other ways of planting 
tol @ hidden microphone in an office. 

» They are seldom used, but it’s good 
ied) to be alerted to them. 

* One manufacturer has developed 
a very small, completely transis- 
torized microphone and transmitter. 

| It is build to fit behind the cover- 
ov-— plate of an electrical outlet plug at 
ma-g the base of a wall. The plate is 
hev™ UNscrewed, the unit inserted, and 
arel the plate is replaced. This micro- 
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YOUR COMPANY’ 
“HIDDEN” MANPOWER 





— 


One way to look at manpower is to count the number of people a com- 
pany employs. 

Another way is to consider the quality and productivity of each 
individual worker. The output of one may often be far superior to that 
of another. 

The difference, more often than not, lies in the skill and training of each 
employee. Here is the source of your company’s “hidden” manpower. 

Proper, well-organized training increases the skill and confidence 
of employees. The result is better workmanship, higher output and 
consequently more economical operation with less supervision. 

For this reason 6426 companies today use International Correspond- 
ence Schools to train their employees on all levels—from apprentice to 
supervisory positions. No other institution has as much experience, nor 
has the I.C.S, record of results been equaled by any other method. 

I.C.S. has worked with management for more than 60 years in de- 
veloping specialized, tailor-made programs to fit every training need. 
The approach is realistic and flexible. The goal is always to improve 
performance and provide proper upgrading—to prepare the right person 
for the right job. 

Whatever your present training program, or particular training needs, 
I. C. S. can offer valuable assistance. All I. C. S. facilities and services are 
available to you, without obligation—to aid in analyzing and developing 
the specialized training programs exactly tailored to fit your firm’s 
individual requirements. 

If you would like to know more about the advantages of I.C.S. Train- 
ing, just mail the coupon below for your free copy of the interesting and 
valuable booklet, “The Training Job and How to Meet It.” Or, if you 
have a particular problem a qualified I.C.S. Representative will be happy 
to call and discuss it with you. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


be Co-operative Training Dept. MM-1, Scranton 15, Pa. 
Please send me your FREE 28-page booklet, “The Training Job and How to Meet It.” 
Name — Pane Be EOS eee 
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(Circle number 138 for more information) 











ARE DELAYED 
OR LOST... 
BECAUSE OF ‘ 


HARD-TO-READ 


ADDRESSES 


MANY SHIPMENTS __s... 
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WHY TAKE CHANCES? 
MARK THE ADDRESS BIG- 
CLEAR - PERMANENT - 
WITH A MARSH STENCIL 


Rule 6 Marking Freight reads, “FREIGHT MUST BE STENCILED OR 


OTHERWISE PLAINLY AND DURABLY MARKED. ” 
(TYPING WON’T DO IT — 
MARSH STENCILING DOES!) 


VMAS 


Marsh Stencil Machine Co. 
Belleville 19, Ill. 


(Circle number 144 for more information) 
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_an alarming rate, despite efforts t 
| provide corrective legislation. 


tronic experts say it is almost im 










phone will pick up even a whisper 
in the room. The batteries last up 
to one year. The entire unit costs 
less than $500. A man with a re 
ceiving set can listen and record 
every conversation from the base. 
ment of the building. 













Here are additional 
eavesdropping equipment. 


types of 






1. A highly directional parabolic 
microphone that will pick up a 
voice from as far away as on 
quarter of a mile. 

















: 
2. A six-foot directional gui 
microphone with a telescopic leng 
for sighting. It can, for instance 
pick up conversations on the stree 
from the sixth floor of a building 

3. Sound engineers are experi 
menting with equipment that ca 
pick up conversations through) 
closed windows from a building 
across the street, or from the stree 
below. 
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Wire tapping 


Authoritative studies show tha 
illegal wire tapping is increasing ai 


This is even more alarming: ele 


possible to discover a hidden wir 
tap on an executive's line if it # 
done properly. For this reasonl 
many executives refuse to — 
highly confidential matters over th 
phone. : 


A second method of “bugging” @ 


phone is to tap the receiver instea@® 
of the wire. 3 






In cases like these, the micr 
phone is placed inside the receiver 
In some instances, the microphon 
switches off when the handset i 
put down. But a new method h 
been devised to keep the micr 
phone “live” whether the handset i 
down or not. The wire tapper si 
ply bypasses the cutoff switch wi 
a streak of paint that conduc 
electricity. 












If you suspect your telephone i 
“bugged” be wary of silver ink 
paint on the instrument, partic 
larly inside it. 







Wire tapping doesn’t always pa 









off for the wire tapper. Here’s 
example. Buil 

“It’s a dirty business, this wi 
tapping,” a company president sal IV 
recently. “A year ago, we were : 
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CONTROL 


Build control with 


MOORE BUSINESS 


AT SHELL 


Shell Oil Company’s new automated system 
speeds the processing of paperwork involving 
60,000,000 forms. The system maintains a high 
degree of accuracy, and has improved billing 
service to over 1,000,000 credit card customers. 


The basic unit in the system is the sales ticket— 
a two-part tab card set. At the time of sale, the 
customer’s credit card is used to imprint his 
name and address; the details of the transac- 
tion are entered by hand. Part 2 of the ticket 
goes to the customer. The tab card (Part 1) 
is forwarded to the company’s main office, 
where the handwritten information on the card 
is punched into the card itself. 


The cards are mechanically sorted and filed by 
account. At the end of a billing cycle, they are 


J. W. Haslett, Methods and Procedures Manager, Shell Oil Company 


















How Shell Oil gets out 50,000 statements a day 


run off on electric accounting machines which 
automatically print a complete statement and 
punch a return card for the customer. After 
being microfilmed as a permanent record, the 
cards are sent with the statement. 


Automation has virtually eliminated transcrib- 
ing errors. Processing is faster at every stage, 
from the point of sale to the reconciliation of 
receipts. The sales ticket is a specially designed 
Moore form—the Company’s control in print. 


The Moore representative worked closely with 
Shell in developing the forms that make this 
ADP (Automated Data Processing) system 
work. For more details on what Moore can do 
to speed your paperwork, get in touch with the 
nearest Moore office. No obligation, of course. 








PR Tm COn NY 


910258 


sees \) 


MOORE BUSINESS FORMS, INC. 
Niagara Falls, N. Y. + Denton, Texas 
Emeryville, Calif. + Over 300 offices 
and factories throughout the U. S., 
Canada, Mexico, Cuba, Caribbean 
and Central America. 














(Circle number 146 for more information) 
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IN THE HEAT PROCESS COPYING METHOD 


COPY COSTS CAN BE 


LOWERED 


BY AS MUCH 5 Q)9% wirt 


OWN-FAC 


TWO WAY PAPER 


OLD TOWN’S NEW DUAL PURPOSE 


COPYING PAPER 


Yes it’s true... you now can lower your per copy 
costs by almost 50% with TOWN-FAC....Its 
dual purpose usage: as a carbonless copy paper or 


paper — will lower costs even more — 
demonstration and prove to yourself 
copy costs are a thing of the past, 


TOWN CORPORATION 


Established 1917 
Pacific Street, Brooklyn 38, N. Y. 


(Circle number 150 for more information) 





Greater Competence 
Better Results 


MANAGERIAL SKILLS for Supervisors 

by Glenn Gardiner and Associates 

Compare your best supervisor with your most 
ineffective. What distinguishes the result-getter 
from the ‘‘also ran’’? Managerial skill spells the 
difference! 

This new book shares with supervisors the prac- 
tical managerial skill techniques which have ac- 
counted for the personal success of outstanding 
executives throughout business and industry. 
Concise, easy-to-read language, usefully cross- 
indexed for ready reference. Profusely illustrated. 
Twelve action-producing chapters on Skills: 


Managing Your Time 
Planning 

Decision Making 
Communication 
Talking Effectively 
Memo & Report Writing 
Reading Faster & Better 
Selling Your Ideas 
Judging People 
Exercising Authority 
Developing People 
Self-Development 





Send for your examination copy today. 
10 DAY FREE TRIAL 
ELLIOTT SERVICE CO., INC., DEPT. M 
MOUNT VERNON, N. Y. 


Please send me Managerial Skills for Supervisors 
for free examination. In ten days | will either 
remit $3.95 plus a few cents for delivery costs, 
or return book postpaid. (We pay postage if you 
remit with coupon; same return privilege.) 


Name. 





Address. 





City Zone. State. 
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NO COSTLY SHELVING NEEDED WITH 


CONVOY “Chem-Board’’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 








Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
_ rugated paper files. They’re shipped 
assembled, ready for use. 
NOW-—smooth, staple-free 


even for “‘front-office” use. 
Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 
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volved in a competitive bid con- 
tract. We spent considerable time 
and effort determining our bid of 
$80 million. 


“One of our competitors under- 
bid us by $200,000 and got the 
contract. We were very suspicious, 
because in contracts of this nature, 
it is highly unlikely that two bids 
would be so close. We hired an 
investigator. He discovered our 
telephones were being tapped at 
three different parts of the country. 

“We brought our competitor to 
court and were able to prove he 
had tapped our lines. The judge 
awarded us the contract.” 


Other spying techniques 


Be careful about talking over 
confidential matters in hotel rooms 
or lobbies, or even in restaurants. 
Some companies have executives of 
their competitors followed. 

If a spy knows which room an 
executive is staying in, he can “bug” 
the room with a microphone. Or he 
can take the room next door and 
listen in. Even if he can’t listen in 
on the conversations in the room, 
there are other ways he can find out 
precisely who is there and what is 
going on. 

Take this spy’s report: 

“Let's say executive X is staying 
at a hotel in New York City. Who 
comes to see him? What do they 
say? In New York State, you can't 
even put your ear to the wall with- 
out violating the law as an eaves- 
dropper. But there are other ways 
of getting the information. The 
waiter serving the lunch in the 
man’s suite . the telegrams the 
bell captain might see . . . the maid 
who cleans the room. . . the switch- 
board operator . . . these people are 
paid to keep their eyes and ears 
open.” 

The key: be wary of talking over 
confidential information when any 
strangers are around, no matter 
who they might be. 

In short, to minimize corporate 
spying against his firm, a business- 
man should be aware of: 

1. The opportunities for spying. 

2. The methods used in espion- 
age. 

3. The protective devices that de- 
tect and identify undercover meth- 
ods of information collection. © 
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Why Offset Paper Masters 





by Xerography ? 


What’s xerography? 

A dry, clean, fast, electrostatic copying proc- 
ess that economically prepares offset paper 
masters for duplicating. You can enlarge, re- 
duce, or copy size to size. Original may be any- 
thing written, printed, typed, or drawn. Equip- 
ment used is called XeroX® copying equipment, 
made by Haloid Xerox Inc. 


Is XeroX copying equipment easy to operate? 


Yes. Three simple steps: exposure, dry proc- 
essing, and dry transfer. Within a few minutes 
anyone can learn the operation. No original is 
too hard to handle. There are no critical expo- 
sures or temperatures; therefore, waste of mate- 
rials from wrong exposures is negligible—al- 
most impossible. 


How about quality? 


Superb. Often it’s hard to tell copies from the 
original. That’s why many office-service and en- 
gineering-reproduction departments use XeroX 
copying equipment exclusively for the prepara- 
tion daily of hundreds of offset paper masters. 


Can a copy ever be better than the original? 


Yes. Copies of dog-eared and cracked engine- 
ering drawings, carbons of bills of lading look 
far better than the originals when the masters 
are prepared by xerography. 


What about costs? 


Costs are surprisingly low. There are many 
reasons: xerographic materials cost only a few 
pennies per master. No special offset paper mas- 
ters are required and none are wasted. Opera- 
tor’s time is lower because there are no critical 
adjustments for exposures. The more you need 
offset paper masters, the more you’ll save by 
xerography over any other method. 


No wet chemicals? 
None whatever. No peel-apart either. And, of 


course, there’s no changing of chemicals—no 
“KP” for an office girl at today’s higher salaries. 


How about length of runs? 


You get much longer runs from masters pre- 
pared by xerography. Because of their durabil- 
ity, xerographic images do not break down from 
wet chemicals, thus last longer, and produce 
much lengthier runs—5,000 and 10,000 copies 
are not uncommon. 


Do masters have to be ‘‘hardened”’ after prepara- 
tion by xerography? 

No. They are ready immediately for the du- 
plicator and, unlike photographically prepared 
masters, they don’t require remoistening to pre- 
vent fill-in if the machine stops during the run. 


Any need of a darkroom? 


None. XeroX copying equipment is operated 
in full roomlight. 


Will XeroX copying equipment make other types 
of duplicating masters? 


Yes, xerography is the world’s most versatile 
copying process. XeroX copying equipment al- 
so prepares translucencies for diazo-type dupli- 
cators, spirit masters for spirit duplicators, and 
metallic masters for offset duplicators. 


Who uses xerography? 


Most of the best known companies in Ameri- 
ca and Canada—and nearly all government 
agencies where duplicating is required. 


Where can | find out more about xerography and 
offset duplicating? 


Write today for our XeroX copying equip- 
ment brochure. It shows you how to speed pa- 
perwork duplicating and save thousands of dol- 
lars yearly by xerography. Haloid Xerox Inc., 
60-190X Haloid St., Rochester 3, N. Y. Branch 
offices in principal U.S. and Canadian cities. 
Overseas: Rank-Xerox Ltd., London. 


HALOID 
XEROX 
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they call the man from 








FORD or BURNHAM VAN 


Exhibits and displays must be handled by pro- 
fessionals ... experienced in the safe, secure 
and swift moving of items of unusual value... 
and who are interested in what they are doing. 
Handling and loading are done with professional 
skill... with vans custom designed and equip- 
ped for the job. Each driver is dispatched to 
meet your schedule. It’s your privilege... be 
particular... call the man from Ford or Burn- 
ham Van. He’s listed in the Yellow Pages. 


Service to ALL States 





BURNHAM VAN SERVICE 


<a s 
ee 


BURNHAM VAN SERVICE, INC., COLUMBUS, GA. 





FORD VAN LINES, LINCOLN, NEB, 
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A better way to 
run a business 


Here’s a way to 


OBSCURE ANNOYING NOISE 
WITH UNOBTRUSIVE HUM 


At the new Time & Life building, 
New York, lightweight movable par- 
titions presented a noise transmis 
sion problem. Concerned with re- 





taining the easily portable feature of 
its partitions, the company turned 
to Acoustical Consultants Bolt, Ber- 
anek & Newman for a solution. 

The answer: “acoustical per, 
fume,” as they term it. In reality 
the new device, as described in 
Noise Abatement Digest, is a 
I-beam shaped metallic noisemake 
installed in the air conditionin 
ducts. The air currents around th 
I-beam give off a low, controlled 
sound concentrated in the frequen 
cies where the partitions are acous 
tically weak. 

Time & Life reports the humming 
noise effectively deadens the sound 
of talk, typewriters and telephones; 
The hum itself is pleasant—less obj 
trusive than an electric fan. 













If you'd like more informatio 
about this noise cover-up method; 
circle number 237 on the Readet 
Service Card. 


Here’s a way to 


USE CARTOONS 
TO GET POLICIES ACROSS 


Cartoons usually bring chuckles 
However, they can be used effec 
tively to put over strictly seriouf 
messages. 

For instance, the Astatic Corp. 
Conneaut, Ohio, maker of micro 
phones, presented some of its hard 
and fast rules and policies wit 
amusing cartoons. It discovered thai 
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a few brush strokes left longer last- 
ing impressions than a file drawer 
full of lengthy interoffice memos. 

Using “It’s a Crime” line for con- 
tinuity, Astatic developed a series 
of cartoons that left its employees 
laughing—and completely receptive 
to the message. 

Some of the cartoons are local, in- 
the-family type of humor. But others 
can be applied to most any com- 
pany. As an example, every sales 
manager has debated the plea for 


ITS A CRIME 
Astatic Rep. who 


complained he wanted more 


territory. 





more territory with sales represen- 
tatives. As this cartoon succinctly 
suggests, the next salesman who 
argues for additional territory can 
take a quick trip to the moon. 

One of Astatic’s rigid policies is 
that orders must be shipped the day 
they're received. As the pictured 
cartoon points out, the shipping 
clerk who ignores this rule may find 
himself crated and shipped to any- 
where. 

Distributors who fall for the lure 







ITS A CRIME 
Astatic Shipping Clerk who 
didrit ship the order same day 


it was received. 
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Embezzlers take three 
times as much as 
professional crooks 


All the burglars, robbers, pick- 
pockets, car thieves and bank ban- 
dits in the country can’t get away 
with a third of the loot that white- 
collar embezzlers take, according to 
figures in recent FBI crime reports. 
Without collusion, paper-shuffling 
employees of business get away with 
$2,000,000 in cash and merchandise 
every day, despite the use of pro- 
cedures that require one employee 
to check the work of another. They 
do this by manipulating documents. 
Automation of the paperwork is no 
prevention. Instead, unfortunately, 
it usually provides new opportuni- 
ties for fraud. Too many firms dis- 
card controls to prevent reuse, sub- 
stitution, or unauthorized creation 
of documents, assuming that they 
are unnecessary when all transac- 
tions are accounted for dollar-wise 
on an automatic device. As recent 
news stories have demonstrated only 
too well, this is a serious mistake. 
Machines are not suspicious like hu- 
mans, consequently cannot suspect 
improper instructions fed into them. 
Once improperly instructed, more- 
over, they make it much easier to 
repeat the theft time after time. 
According to a recent survey by 
a prominent public accounting firm, 
74% of total fraud losses take place 
in disbursement operations, 12% in 
diversions of inventories, and only 
14% in cash receipts. Embezzlements 
of cash receipts occur more fre- 
quently, but are smaller in size. They 
are also usually detected at an 
earlier stage. This is because cash 
receipts are channeled through a 
small area that is policed by rigid 
controls. Disbursement transactions, 
on the contrary, whether of funds or 
merchandise, originate in many dif- 
ferent departments, most of them 
outside of accounting and treasury. 
The opportunities for fraud are mul- 
tiplied by each one of these different 
areas of origination. That is why 





$1.5 Billion 





White 
Collar 
Fraud 
Loss 


$475 Million 





Professional 
Crime 
Costs 























most disbursement frauds involve 
large, often staggering, amounts, 
continue for years without detec- 
tion, and form the bulk of the total 
fraud losses. 

Without collusion, disbursement 
frauds and diversions of inventory 
can only be concealed by the mani- 
pulation of paperwork. These trans- 
actions can only be made to appear 
legitimate by re-use of bona fide 
paperwork, forging fictitious paper- 
work, or both. CANCELING ALL 
PAPERWORK THAT HAS AU- 
THORIZED A DISBURSEMENT 
PLUS VALIDATING ORIGINAL 
DOCUMENTS SO AS TO MAKE 
FORGERY DIFFICULT WILL 
ENFORCE THE CONTROLS 
THAT GOOD SYSTEMS ARE 
INTENDED TO PROVIDE. That 
is why 77% of the 200 largest indus- 
trial concerns now follow this pro- 
cedure. 


Cummins-Chicago Corp. has a book- 
let which describes simple and 
inexpensive methods of preventing 
both unauthorized disbursements 
and invoiceless shipments, creating 
clerical savings at the same time. 
Write today for your complimentary 
copy of this guide to fraud preven- 
tion. Cummins-Chicago Corpora- 
tion, 4740 North Ravenswood 
Avenue, Chicago 40, Illinois. 
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End high communications costs 






...speeds inside calls... 
PAYS FOR ITSELF! 


Streamline business routines... use 

Direct-A-Call for inside calls, free 

your regular telephone for outside 

calls. Two-to-seven station systems 

, with voice paging and talk-back 

are speaker option; highest telephone 

quality; backed by world-famous 
ITT-Kellogg research. 





eal COMPARE THESE COSTS 

i. WITH OTHER SYSTEMS! 
© The total cost of a 5-station Direct- 
A-Call system is $195 (plus modest 

oo installation charges). 

3 Bs ' in 19 months Direct-A-Call pays for it- 
oe : self in savings over other systems— 
Fe gains added dollars in increased staff 
o efficiency. 





Whether you need a sim- 
-.. ple 5-phone Direct-A- 
a eine. Call, or a complete 500- 





BN a a Tf amas phone installation with 
a és ei private automatic 
" 4 ms switchboard, Kellogg 


can provide the counsel 
, and equipment that will 
fs Le tee save precious dollars. 








Fill in the coupon below 
for complete information. 






































Kellogg Switchboard and Supply Company, 
Commercial Products Dept. 
6600 South Cicero Avenue, Chicago 38, Ill. 





CHICAGO, ILLINOIS 





0 Please send me complete details on Direct-A-Call. 


0 I am interested in larger systems. Have your representa- 
tive call to analyze my office intercommunications needs. 


© I would like a demonstration of Direct-A-Call in my office. 


Name Title 





Company 





Address 
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of special offers by competing com- 
panies that, in the final analysis, 
aren't what they seem to be, are the 
target of another cartoon showing 
the culprit as a castaway on a de- 
serted island. 

An inspector who fails to test rig- 
idly each cartridge and microphone 
finds himself lampooned as crow 
bait. Others in the series are aimed 
at other problems. 

And so the cartoons smilingly put 
over serious points. 


Here’s a way to 


PRE-TEST PRODUCTS 
THOROUGHLY 


No matter how good a new prod- 
uct seems, it’s worthwhile to check 
out all eventualities with care be- 
fore rushing it to market. 

For instance, some time ago the 
idea of a pre-pasted wallpaper had 
all the earmarks of a hot item in 
this do-it-yourself era. However, 
the manufacturer carefully searched 
out all angles before introducing the 
new product, Sales Consultant Le- 
Roy Staunton, Evanston, Ill. reports. 

All these questions were asked 
and answered affirmatively by de- 
tailed research and surveys: 

# Will the retail trade accept it? 

@ Will the consumer buy it? 

# Will the paperhangers’ union 
boycott the regular line? 

= How much extra business will 
the new product develop? 

® Will it cut into regular line sales 
or bring added business? 

™ Can a satisfactory paste be 
found at low cost? 
@ Will the paper withstand inex- 
pert handling by the novice? 
® Can the hanging instructions be 
easily followed? 
= Does market potential justify 
development expense? 

= How much capital expenditure 
will be required and how fast 
can it be amortized? 

Although retailers, when sur- 
veyed, showed a willingness to offer 
the new wallpaper, they hedged on 
quantity commitments. Recogniz- 
ing the need for caution, pre-pasted 
borders were market tested. After 
the pilot offering proved success- 
ful, the borders were released na- 
tionally. 

Not until after a year’s successful 
marketing and perfecting of the 
product did the company introduce 
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a full line of the pre-pasted wall- 
paper. 

With this careful approach to 
product development, the firm 
boosted its new product sales from 


$509,000 the first year to $6,099,000 | 


five years later. 


Here’s a way to 


CELEBRATE AN ANNIVERSARY 
AHEAD OF TIME 


If your company is a relative 
youngster in the business world, 
you can capitalize on the fanfare of 
a half century or century mark by 
the simple expediency of celebrat- 
ing the anniversary ahead of time. 


As a case in point, Gamble- 
Skogmo, Inc., Minneapolis, de- 
cided its 35th birthday wasn't 


enough to shout about. So Board 
Chairman B. C. Gamble hit on the 
idea of celebrating the chain’s 100th 
anniversary 65 years in advance— 
“while we're still here to enjoy it.” 

Full anniversary promotion treat- 
ment was given the pushed ahead 
event, heralded by a special TV 
program, “Way Back in 1960.” One 
hundred specially priced items 
were featured in the century cele- 
bration. 


Here’s a way to 


HELP DISTRIBUTORS 
GET GOOD PUBLICITY 


Scott Paper Co., Chester, Pa. 
helps its distributors avoid the hit 
and miss approach to community 
and press relations. 

It provides each with a “how to” 
kit to establish and maintain good 
public relations. The file folder in- 
cludes a listing of what makes news 
—some 32 items ranging from un- 
usual orders booked to activities in 
educational programs. 

The guide includes sample press 
releases on several subjects and do’s 
and don’ts for their preparation and 
distribution. 

It also includes a_ suggested 
speech for delivery at community 
clubs. 

National Sales Manager J. George 
Breitling, Scott Industrial Packaged 
Products Division, reports that its 
distributors have found the kit help- 
ful in stepping up both the quality 
and quantity of publicity that ap- 
pears in print. 
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Pitney-Bowes mailing scales have 
an automatic precision mechanism 
that doesn’t weaken or grow stiff, 
holds its accuracy year after year. The 
chart is eye high. The markings which 
include recently increased parcel post 
rates, are large and legible. 

The hairline indicator registers 
instantly, shows the exact postage 
required. Mailing is easier and faster. 
And the scale soon pays for itself in 
postage saved, and embarrassing 
‘Postage Dues” are avoided. 

There are seven PB models; 
including an international postage 
scale for foreign mail; one for parcel 
post, with 70 lb. capacity; and an 
accurate little beam scale for the 
small office. Call any Pitney-Bowes 
office for the scale you need. Or send 
coupon for free illustrated booklet. 


FREE: Handy desk or wall chart of Postal Rates, 
including recently increased parcel post rates. 


Originator of the postage meter... 
139 offices in U.S. and Canada 








Pitney-Bowes 


Mailing Scales 


Won't accept 


“Postage Dues” 


That's policy in many companies 
today. So the mail goes back to the 
sender, who must pay the postage 
due. Plus the postage for remailing. 
Plus the delay in delivery. And plus 
perhaps the poor impression 
“Postage Due” leaves with the 
addressee. Need a better reason for 
an honest accurate mailing scale, 
one that won't underweigh? 

If your old scale overweighs, 
then yow’re wasting postage. And a 
Jew overpayments of four cents each 
day uses up a lot of cash in a year. 

Why not check your old scale 
now? And then look at Pitney-Bowes 
precision mailing scales? 








PITNEY-BoweEs, INC. 
4584 Walnut Street 
Stamford, Conn. 


Send free booklet TF rate chart J 


Name 





Address — 
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Have you created the hopeless 


One of the great myths of organizational structure is that a man can retain authority 


and also share it with his assistant. This arrangement tends to put the assistant in a never- 


never land. Frequently his questionable authority weakens the organization both above 


and below him. Here's how to handle—or avoid—the problem. 
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by Robert R. Salyard 
Cresap, McCormick and Paget, 
San Francisco 


Ms fas your company 
created the impossible job of assist- 
ant manager? 

The job this title represents is one 
of the most costly organizational 
traps a business can fall into. It is 
based on the great myth that a man 
can purposefully perform when he 
is suspended between an authorized 
manager above and the people the 
manager manages below. 

The one-over-one plan of organi- 
zation for a manager and his assist- 
ant is rarely productive. 

A distinction must be made here 
between a line assistant (assistant 
manager ) and a staff assistant (as- 
sistant to the manager). What is 
said here about line assistants does 
not apply to staff assistants. 

What kind of feeling does the job 
of in-line assistant create? Listen to 
the words of one assistant manager: 

“This is the least satisfying job 
I’ve ever had. I’ve been a foreman 
and a superintendent with other 
companies and known exactly where 
I've stood. Here our organization 
chart says five supervisors work for 
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job of assistant manager? 


me and that only I report directly 
to the manager, but this changes 
hourly. I'd really be interested in 
who the supervisors think they work 
for. 

“The boss and I get along fine, 
but it just isn’t possible to run a 
place with two managers. I spend 
about a third of my time straighten- 
ing out crossed wires. I don’t know 
what I can do without checking with 
the boss, whether he’s here or a 
thousand miles away. And the 
double-checking takes time away 
from productive work. Never take 
a job like this. You don't know 
whether youre coming or going.” 

(Subsequent interviews with the 
five supervisors indicated additional 
confusion. To a man, they agreed 
that the only safe pattern was clear- 
ing everything with both the assist- 
ant manager and the manager—and 
the supervisors resented this. ) 

In spite of those typical com- 
ments, organizational charts for 
many companies reveal the one- 
over-one type of “layering” arrange- 
ment consisting of a top level man- 
ager, an assistant manager on the 
second level, and from three to per- 
haps seven or eight supervisors at 
the third level. 

The lines of authority (theoreti- 
cally ) would extend down from the 
manager through the assistant man- 
ager and then directly to each of 
the supervisors. 

The usual arguments for this type 
of organization are these: 

1, The manager is freed for travel 
and outside contact work. 

2. The manager can spend more 
time on long-term planning. 

3. In the manager's absence, it is 
clear who is in charge. 

4. The assistant manager gains 
valuable experience in preparation 
for assuming a manager post. 


JUNE 1960 


5. Management succession is sim- 
plified because a successor has been 
selected. 

6. Supervision and communica- 
tions are improved because either 
the manager or his assistant is 
always present. 

This sounds like good reasoning 











and the organizational chart looks 
rather neat, but things just do not 
work out this way on a day-to-day 
basis. 

In studying dozens of companies 
in different industries, which in- 
cluded interviewing scores of man- 
agement men, we have seldom met 


WHAT 
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FREE PLANNING KIT 


on Spacefinder File templates, scaled 

oY grid, and instructions, all in attrac- 
tive folder, make filing system 
planning easy. 









SPACEFINDER 
FILING SYSTEM 


... has proven — in thousands of of- 
fices — that it can SAVE YOU 50% or 
more in filing time, space and money. 


















Welded cabinet, designed specifically 
for maximum filing efficiency, is com- 
plete, ready to use — and can be 
moved with contents intact. 


Write to Tab Products Co., 995 Market 
Street, San Francisco 3, California for 
your FREE SPACEFINDER FILING 
SYSTEM PLANNING KIT & Catalog 9. 








Unexcelled visibility 
and accessibility are 
the secrets of Space- 
finder filing speed and 
economy. 
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MAKE SHORT WORK OF LONG LISTS! 





ACME VISIBLE 
PHOTO PANELS 


Just slip in a new card 
instead of retyping 
a whole list 

















Make changes in minutes! Each 
item on your price or parts list 
... your catalog, directory or 
index is typed on a separate 
card. This slips securely into 
an Acme Visible Photo Panel 
... ready to be photographed 
for duplicating. No type to set. 
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And, to make changes, just S22 
remove old cards, type and in- = = 


AK 


sert new ones. No redoing. 
Acme Visible can also prepare 
and maintain lists for you. Send 
coupon for details. 












Photograph or photostat panel... print 
with standard office duplicating equipment 
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Acme Visible Records, Inc. 

1206 West Allview Drive, Crozet, Va. 

Please send free booklet on Photo Panels for 
time saving preparation of directories, cata- 
logs, price and parts list, etc. 
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Title. 


Company. 








Address_ 

City. State. 
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a true-to-life in-line assistant. If this 
sounds surprising, take a look at 
what happens in a typical situation 
involving a manager, an assistant 
manager and a group of subordinate 
supervisors. 


When the manager is present: 

1. The assistant checks all impor- 
tant decisions with the manager. 

2. The manager ( by desire or pol- 
icy ) approves all money matters. 

3. The manager frequently gives 
instructions directly to supervisors 
(and then tells his assistant, if he 
has a good memory ). 

4, Many supervisors end up re- 
porting directly to the manager (by- 
passing the assistant). 

5. The assistant spends most of 
his time doing special studies and 
analyzing reports for the manager, 
or in giving additional supervision 
to some “trouble spot” section. 


When the manager is 
not present: 

1. The assistant runs up tele- 
phone bills checking his “decisions.” 

2. The assistant mails daily oper- 
ating statements to the manager's 
travel stops even including his vaca- 
tion retreat. (Sometimes the super- 
visors communicate directly by mail 
themselves thus opening the possi- 
bility of leaving the assistant in ig- 
norance of current problems. ) 

3. Other managers in the com- 
pany delay bringing up significant 
business matters until the traveling 
manager returns. 

4. The absent manager's superior 
keeps a watchful eye on the assist- 
ant’s activities. 

5. Emergencies are handled by 
the supervisors usually without con- 





About 
the 
author 





Robert R. Salyard, a graduate of 
Northwestern and the Harvard Busi- 
ness School, began his career in meth- 
ods work with Inland Steel Co. and 
Hallicrafters, Inc. He joined Cresap, 
McCormick and Paget in 1953, starting 
out in the Chicago office of this man- 
agement consulting firm, then shifting 
to the San Francisco office. His work 
has covered a wide variety of manage- 
ment assignments for clients in a wide 
variety of industries. 
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sulting with the assistant manager. 

Aside from the above organiza- 
tional facts of life, there are other 
serious implications from attempted 
use of the in-line assistant. 

1. Management succession is awk- 
ward if the wrong man is selected 
as an assistant. (The organizational 
maneuvering to cover up and get 
around this situation can be ex- 
tremely time consuming and costly. ) 

2. Supervisors feel stymied be- 
cause the manager's heir apparent 
has been selected. 

3. Direct management payroll 
costs usually are higher where “as- 
sistants” are widely employed in 
the organization. 

4, Supervisors have two bosses, 
receiving some direct supervision 
from both the manager and the as- 
sistant. And, regarding the latter, 
many supervisors complain that the 
assistant takes all the credit for their 
ideas—a morale problem. 

5. Management controls (i.e., 
budgets and other control tech- 
niques) are difficult to employ if, 
as sometimes happens, the manager 
and his assistant split authority for 
subordinate departments or sections 
between them. 

6. Company or divisional objec- 
tives are often blurred because the 
lines of communication have been 
lengthened to include another man- 
agement level: the assistant. 

In spite of these serious handi- 
caps many companies employ as- 
sistants widely in their organiza- 
tions, but these assistants are usually 
not true in-line assistants. They al- 
ways fill some function, but this is 
rarely the full line function intended 
by the title. And usually, the very 
existence of an extra management 
level between managers and super- 
visors creates a strong possibility 
that operating performance will 
suffer. 

Furthermore, the presumed need 
for in-line assistants often is sympto- 
matic of some more basic structural 
difficulty worthy of prompt review 
and solution by qualified organiza- 
tional analysts. 

All this does not mean that in-line 
assistants never work out because 
they do in some very unusual situa- 
tions. These situations tend, how- 
ever, to be temporary such as those 
in which the manager’s retirement 
or advancement is imminent, or 
when it is obvious that the assistant 
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Copyflex One-Writing System Slashes 
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Receiving Report Preparation up to 80%! 


One writing or typing of infor- 
mation does it for purchasing- 
receiving paperwork when you 
use Copyflex copying machines! 

With Copyflex, the purchase 
order is typed on a multiple-part 
form, and a reproducible copy 
sent to Receiving. Receiving 
information is added directly to 
this copy—extra columns provide 
for multiple receipts. Each time 
receiving data is entered, any 
number of Copyflex copies (white 
or color coded) can be made. 


That’s it! No preparation of sep- 
arate receiving report forms. No 
rewriting or retyping of purchas- 
ing information. You speed flow 
of goods, slash clerical writing 
up to 80%. 

Copyfiex is best for systema- 
tized paperwork because it’s flex- 
ible and economical —letter-size 
copies cost less than a penny 
each for materials. Why not put 
yourself on the receiving end of 
important savings by mailing the 
coupon, right now! 








(BRUNING). 
Copytex 








City 


Charles Bruning Company, Inc., Dept. 6-G 
1800 Central Road, Mount Prospect, Ill. 
Offices in Principal U. S. Cities 
In Canada: 103 Church St., Toronto 1, Ont. 

Please send me more information on Copyflex for 
Purchasing-Receiving. 
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Company 
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County State 
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“How do you start a 
Pension Program?" 


That’s a question that seems to stop 
any number of companies that would 
like to institute some sort of retirement 
program — but just don’t know quite 
how to go about it. 


To try and help, we’ve prepared 
a new booklet called “Planning an 
Employee Retirement Program.” 


Not that we’re bankers or actuaries. 
We're not. But over the years now we've 
worked so closely with so many of 
both that we do feel comfortably fa- 
miliar with the corporate problems in- 
volved. In our opinion this booklet goes 
a long way towards providing the 
right answer for any company that 
wants it. 


The booklet begins with a brief his- 
tory of pension plans, explains their 
constantly growing importance to 
American business. 


It describes the various types to 
choose from, tells about qualifying 
them for maximum tax advantages. It 
takes up the two major methods of 
financing, has a detailed exploration of 
trusteed plans—explains the role that 
balanced portfolios can play—and the 
kind of securities that make them up. 


The booklet provides sensible ad- 
vice on long term investing, a clear-cut 
example of the power of dollar cost 
averaging, and time-tested sugges- 
tions on the next steps to take in set- 
ting up a sound retirement program 
of your own. 

If you’d like a copy, we'll be happy 


to mail one. No charge, of course. No 
obligation, either. Simply address— 


R. J. CHVAL 
Department MT-40 


Merrill Lynch, 
Pierce, Fenner & Smith 


INCORPORATED 


Members New York Stock Exchange 
and all other Principal Exchanges 


70 Pine Street, New York 5, N. Y. 
130 offices bere and abroad 
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the odds are against a successful 
| and productive relationship. 





will quickly be developed and pro- 
moted to another soon-to-be-vacant 
management post. In either of these 
instances the assistant’s post usually 
can be abolished after this tempo- 
rary interim period. 

Also, a line assistant might be em- 
ployed below a manager who travels 
75% of the time. Even so, long term, 


Any firm widely using in-line as- 
sistants in its organization, or con- 
templating creating this kind of 
position, should consider other 
means of easing the workload on 
managers. 

Ideally, avoid creating this prob- 
lem. But, if it does exist to any con- 
siderable degree in your organiza- | 
tion, you should consider prompt | 
corrective action. | 

Corrective action normally re-| 
quires that you: 





1. Define and assure an under- | 
standing of company objectives. 

2. Spell out the authorities and | 
responsibilities of each organiza- | 
tional level and management posi- | 
tion. | 

3. Provide for the delegation of 
more responsibility to first-line 
supervisors. 

4, Eliminate duplicated functions | 
and procedures. | 

5. Design and install better plan-| 
ning and control devices. 

Over-all and when properly com- 
pleted, these actions will usually 
lessen the presumed need for assist- 
ants of the type discussed here. 
Sometimes re-examination of func- 
tions and duties may indicate that 
rather than trying to use an in-line | 
assistant, provision should be made | 
to furnish the manager with appro- 
priate and sufficient staff assistance 
and counsel. 


Summary 


In summary, the use of in-line as- 
sistants is a management gamble 
against the overwhelming odds of 
human nature, and the in-line assist- 
ant rarely is the most efficient way | 
of handling the problem of man- 
agerial overwork. | 

Far from alleviating the manage-' 
ment workload problem, the in-line | 
assistant often becomes just another | 
man on the payroll and another 
communications roadblock while 

arely making the sought-for con-| 
tribution to operating results. & 
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We’re proud of the mechanical accuracy 
of the Friden fully automatic calculator. 
But neither it nor any other calculator can 
get a right answer from a wrong entry. 
The calculator that allows the smallest 
margin for operator error will actually 
prove to be the most accurate. 


The Friden SBT requires fewer manual 
keystrokes, fewer operator decisions than 
any other calculator on the market* In 
terms of day-to-day output, this makes it 
the most accurate calculator you can buy. 
For a no-obligation, ten-minute demon- 
stration of “The Thinking Machine of 
American Business,” call your Friden 
man or write: Friden, Inc., San Leandro, 
California. 

*This is PRACTIMATION: automation 
so hand-in-hand with practicality there can 


© 1960 Friven, inc. 
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FRIDEN, INC., SALES, INSTRUCTION, SERVICE 


| THROUGHOUT THE U.S. AND THE WORLD. 
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@ HERE Is A LOW-CosT, highly effec- 
tive approach to office cost control 
—an approach that is tested and 
proven. It works even if you have 
no more than five people doing re- 
peat work in your Office. 


The book is written by the presi- 
dent of one of the world’s most 
highly respected management con- 
sulting firms, H. B. Maynard, and 
two of his associates in the H. B. 
Maynard and Co. 


The Maynard approach to office 
cost control and reduction is based 
on a set of standard time values 
covering 95% of all office tasks— 
priceless data developed during 
years of painstaking work. 


These time values, called Universal 
Office Controls, are published for 
the first time as part of Practical 
Control of Office Costs. 


Equally important, the book spells 
out—in clearcut, step-by-step, easy 
to understand language—how to 
apply these controls with full em- 
ployee cooperation. It tells how to 
break down the barriers that have 
caused today’s tremendous differen- 
tial between office and factory 
output. 


Just buying this book will not solve 
all your problems of office cost re- 
duction. But if you apply with 
properly qualified personnel the 
program set forth in this book, you 
can definitely expect office perform- 
ance to go up to as much as 80 to 
100%. And the program itself costs 
no more than 1% of total office 
costs. 


Practical Control of Office Costs 
helps you answer key questions like 
these: 


How many people do we really 
need? When is overtime justified? 
Which new equipment can pay 
for itself? How long should it 
take to type a letter...find a 
folder ... make a phone call... 
total a column of figures? 


Practical Control of Office Costs 
has been called one of the biggest 
contributions to management in the 
last decade. It contains 10 idea- 
packed chapters, 36 tables of stand- 
ard time values in seven major 
categories of office work, 11 stand- 
ard allowances for miscellaneous 
work, plus six helpful forms. 








YOU CAN 


SLASH 
OFFICE 
COSTS 


20..30% 


in a few months 


That's the promise in an 
important new book by 
three experienced authors 


PRACTICAL CONTROL 
OF OFFICE COSTS 





by H. B. Maynard, 
William M. Aiken 
and J. F. Lewis 
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The book’s table of contents: 


Immediate results you can expect with 
practical office controls—‘“‘It is not un- 
reasonable to expect cost reductions of 
20 to 30% within a few months, with 
further savings in the following years.” 


Facts about the Universal Office Con- 
trols and how they were developed— 
“‘All manual work can be analyzed in 
terms of basic motions. Universal 
Office Controls are built on this fact 
and therefore are universal in their 
application.” 

Eight ways to use Universal Office 
Controls—You can get factual answers 
to questions like: Who are our best 
workers? ... Should we mechanize our 
office work?... How much does each 
report cost?...Should we use tem- 
porary help. 


How to apply Universal Office Con- 
trols—Here are the steps to take to 
control costs with Universal Office 
Controls. Sample forms are given, plus 
a caution on how to avoid human rela- 
tions problems. 


Ten questions that test the efficiency 
of your office—Symptoms of poor effi- 
ciency will stand out when you observe 
the office in the light of these ques- 
tions. Or you can use work sampling, 
which is described. 

How to organize definite tasks for the 
office force—Here is the easy, syste- 
matic way to assign definite tasks, us- 
ing task lists and work distribution 
charts. 

How to establish effective methods in 
the office—A review of the two chief 
techniques for testing and improving 
the efficiency level of your present 
office methods. 


How to set time standards for office 
tasks—Here, in step-by-step form, is a 
case example of how to create sound 
time standards that can be easily at- 
tained by the average worker. 


How to install your program of Prac- 
tical Office Control—Based on experi- 
ence in firms where this program has 
been profitably used, you get a plan of 
action to take, and pitfalls to avoid. 
Universal Office Controls standard 
data—Here are the actual tables of 
working data, giving established time 
values for approximately 95% of the 
elements of office operations. 





YOU RISK NOTHING . . . PAY ONLY $12.75 
IF SATISFIED AFTER 10 DAYS 


Management Publishing Corp., Room 6, 

22 W. Putnam Ave., Greenwich, Conn. 
Please send me PRACTICAL CONTROL 
OF OFFICE COSTS for a FREE 10-DAY 
INSPECTION. I will either keep the book 
and you can bill me for $12.75 as payment 
in full, or I will return it and be under abso- 
lutely no obligation. 
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THE MAN 
Joseph Weiss 
President 
THE COMPANY 


The Rayco Corp. 
Paramus, N. J. 








INTERIOR DESIGNER 


Miss Audre Fiber 


Quiet distinction underlines the decor of the suite of President 
Weiss. Muted colors used throughout add to the subdued atmosphere. 
Although actually charged with activity, the area is buffered by 
sound-absorbing felt covered walls and ceiling. Window wall leads 
to cloistered patio. 





mE §=Rayco Corp. has 
moved from a neighborhood ven- 
ture into a national chain—from a 
two-store, one-product $300,000 
business to a 155-store, multi-prod- 
uct $30 million enterprise. 

Behind this transition is aggres- 
sive President Joseph Weiss. Dur- 
ing the rapid growth period, all 
facets and facilities were geared to 
hard-sell tactics—minus frills and 
niceties. 

Now that the firm has graduated 
to the leader in its field, President 





Boldly handsome design is keynote of the board room. Olive-toned felt walls complement dramatic carpet of 
bronze and earth colored oblongs. Custom, overhead lighting follows the lines of the elongated hexagon table. 
Black leather directors’ chairs encircle the chief’s hallmark—a red leather chair. 
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heralds first-in-field rank 





THE OFFICE OF A SUCCESSFUL MAN 





Either working or waiting is pleasant in this 
airy combination reception room and private 
Y secretarial office. Dramatic free-standing stair- 








is case leads to executive dining room. Crisp blues 
and greens liven extensive use of white. 

1S - 

ne Weiss has turned to corporate 

ps image building and all the subtle- 


0 ties of soft sell. 
1. The new Rayco home in Pa- 
ramus, N. J., reflects this newly 
gained stature. There’s an air of 
substance, quality and distinction 
ll in all the appointments of the ex- 
ecutive suite. 

One surprise accent in otherwise 
subtle, sophisticated surroundings: 






. . 44 

a bright red is repeated as the cheery z 
a signal of the president’s own chair z 
in each of the rooms. & r 

Z 

< 

=x 

r=} 

” 

= 

< 

of A warm glow pervades the executive dining room through 
le. the skillful use of gold tones and white. Sunshine yellow painted 5 
canvas covers walls. Chairs are white leather. z 
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This time...out of stock/ Next time...out of mind! 


Pity the poor salesman! Arthur’s one of the best— 
and he’s got a great line, too. Yet he’s losing his 
customers fast! 


Arthur’s company, you see, makes many products 
and has many branches. Catalogue item #436 may 
not move much in Los Angeles or Dallas, but in 
Arthur’s territory it’s hot. Trouble is, the home 
office doesn’t seem to realize it. Shipments are slow 
and sporadic. Customers complain. And sooner or 
later they take their business to competition. 


Here’s a situation that could have been prevented 
with Automatic Keysort Data Processing. With 
Automatic Keysort, the home office could have had 
daily information on sales in every branch...would 
have been equipped for fast, complete analysis of 
these figures. Knowing what was being sold where 


—and the state of each branch’s inventory—man- 
agement could have moved fast to supply Arthur 
with what he needed and insure a profitable return 
for all concerned. 


Automatic Keysort’s easy-to-use machines and 
punched cards require no specialized personnel, no 
restrictive procedures. Designed to fit your busi- 
ness as it stands and as it grows, Keysort will give 
you all the fast, accurate information you need for 
modern management control of every operation. 
And at remarkably low cost. 


To learn more about Automatic Keysort Data 
Processing, call your nearby Royal McBee Data 
Processing Representative, or write Royal McBee 
Corporation, Data Processing Division, Port 
Chester, N. Y¥. for brochure 8-500. 


ROYAL MCB EE . date processing division 


NEW CONCEPTS 


IN PRACTICAL OFFICE AUTOMATION 
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New products 


FOR THE MANAGER AND HIS STAFF 
LAYOUT 


Rearrange your office 
with three-dimension models 


Planning a new office? Here’s a 
way to take guesswork out of arriv- 
ing at good layout. 

The new Globe-Wernicke Tech- 
niplanner kit contains 750 precision 
molded plastic scale models of all 
sizes of desks, tables, chairs, book- 


2 






Globe-Wernicke scale models make it 
easy to functionally plan office areas. 
cases, files and partitions. Parts of 
each piece snap together to tailor 
work stations to your exact needs. 

Packaged in a handsome legal 
size briefcase, the kit includes a 36- 
page manual on office planning, 
planning board, wallboard and lay- 
out sheets. 

Although not available for pur- 
chase, local Globe-Wernicke dealers 
lend a kit to companies to help de- 
velop office layout plans. 

If you want more details on the 
Techniplanner kit, circle number 
243 on the Reader Service Card. 


MANAGEMENT DEVELOPMENT 





New education program 
strengthens in-plant efforts 


Here is a plan that will comple- 
ment and expand the effectiveness 
of your company’s training activities 
in developing managerial skills. 

Introduced by the Society for In- 
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EASTERN DIVISION 
Dept. MM-4 

236 Fifth Ave. 
New York 1, N.Y. 
Murray Hill 9-3676 


CENTRAL DIVISION 
Dept. MM-4 

3620 Oakton St. 
Skokie, Illinois 
JUniper 8-1600 


WESTERN DIVISION 

Dept. MM-4 

142 Oregon St. 

El Segundo, Calif. 

SPring 2-2311 e DUnkirk 5-7291 


WHY BUY “JUST ANOTHER” 
PHOTOCOPY MACHINE? 


see the 


Photorapid. 








... THE MOST VERSATILE 
PHOTOCOPY MACHINE 
IN THE WORLD! 


Now, the new Photorapid Electra combines all 
office copying operations with quality and speed 
unequaled by any other machine! Makes single 
copies ...or, with Photorapid’s exclusive Multi- 
copy copy paper, makes three to twelve copies 
from a single negative with no special chemicals 
or attachments! Copies anything the eye can see! 
Anyone can learn in 5 minutes to make perfect 
copies... copies you'll be proud to show! 

But, that’s not all. The Photorapid Electra 
makes aluminum offset plates, too. With the 
Photorapid MaGI-PLATE, the Electra lets you make 
perfect plates right in your own office! Takes only 
60 seconds! Costs only 39¢ complete! Makes up 
to 40,000 copies! And, it’s the cleanest, easiest 
plate-making process ever developed! 





FREE TRIAL in your PLANT OR OFFICE! 


Call, wire or mail coupon to your nearest Photorapid Division Office. 


We would like a free trial of the PHOTORAPID ELECTRA 
MULTICOPY AND MAGI-PLATE in our office without 


obligation. Dept. MM-4 
NAME 





TITLE 





FIRM NAME 





ADDRESS 





CITY ZONE___STATE 





PHONE 





», ELECTRA 


idaidcanth tamale cgliirennes wines tebinieniinitininidita tell 


DEALER INQUIRIES INVITED 
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dustrial Education, the program 
provides well rounded indoctrina- 
tion and training in all areas of man- 
agement responsibility. 

It supplies a systematic method 
for evaluating new management 
techniques as they become avail- 
able. It is a practical and economical 
means of giving managers and tech- 
nical specialists a working knowl- 
edge of all phases and techniques 
of management. 

The new SIE plan incorporates a 
battery of training techniques and 
facilities—seminars, motion pictures, 
newsletters, personal participation 


programs, in-plant advisory service 
and reports-in-depth. 

For a free 12-page brochure de- 
tailing the scope and benefits of this 
low cost managerial training pro- 
gram, circle number 220 on the 
Reader Service Card. 


ELECTRONICS 





Low cost, full power, solid state 
digital computer unveiled by RCA 


A full-scale, low cost, all-trans- 
istorized computer has been devel- 
oped by Radio Corp. of America. 


NOW! PRINTED PIECES 


LABELED AUTOMATICALLY 


« 


IBM type 407 or 
Addressograph electronic 
facsimile tape labels 


gummed or ungummed 
33-to-a-sheet labels 


roll strip labels 
or continuous pack 
form labels 





cut labels 
¥* x 2%" to 34" x §” 





Applies labels addressed from your punched cards, plates, stencils 
and other addressing systems. Even applies cut or individual labels! 
Trims costs by applying in excess of 14,000 labels per hour. Handles 


post cards, insertion cards, pamphlets, brochures . . 


fopes . : 


. all sizes of enve- 


. and lightweight booklets, magazines, catalogs and quarter- 


fold tabloids. Compact, too! And so simple that it can be operated by 


your own personnel. 


CHESHIRE 


ET totel i tel. 7. a ae) 


1644 N. Honore St. 





The Cheshire Model E. 
Write for 

descriptive brochure 
Dept. MM-6 

Chicago 22, Ill. 
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The new RCA 301 is the first EDP 
system to utilize magnetic discs, 
similar to 45 rpm records, for an 
easy-access, economical memory 
storage. The storage hook-up can 
include up to five discs, each hold- 
ing 4% million characters. The com- 
puter can also accommodate up to 
12 conventional reel magnetic tapes, 
each with four million characters. 

Specifically designed for the small- 
er business or for divisions of large 
companies, the 301 is completely 
compatible with the 501 medium- 
sized computer and the new power- 
ful 601. Built entirely on plug-in 
module, open end design, the basic 





Solid state computer has “juke box” 
memory, easily changed or erased. 


system can be expanded as data 
processing needs expand. 

It will accept oblong punched 
cards, paper tape, magnetic ink and 
optical character scanning as input. 
The high speed printer turns out 
data at the rate of 72,000 characters 
per minute. 

Monthly rentals range from §$2,- 
500 to $9,000. Installation, operation 
and maintenance costs are compar- 
atively low. Some firms with as few 
as 300 employees will be able to 
justify economically investment in 
this equipment. 

For more data on the capabilities 
and applications of the new RCA 
digital computer, circle number 234 
on the Reader Service Card. 


EXECUTIVE FURNITURE 





Semi-circular desk also 
serves conference needs 

Here's a striking new desk that 
furnishes convenience and comfort 
for both paperwork and _ confer- 
ences. 

Designed with a half-circle top, 
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Steel supported walnut desk is designed 
for workability, flexibliity, good looks. 


the unit provides 96-inches of work 
space with two banks of storage 
drawers. Its are will comfortably 
accommodate five or six conferees. 

Smartly finished in book-matched 
walnut veneer, the desk is rein- 
forced with a special steel. suspen- 
sion system. 

For more details on this desk and 
other coordinated office furniture, 
made by B. L. Marble Furniture, Inc., 
circle number 255 on the Reader Serv- 
ice Card. 


ACCOUNTING 





Computer typewriter 
automates office tasks 


Greater automation of billing and 
other procedures is now possible for 
any size company with a new auto- 


matic sequence controlled computer 





Royal 910 computer is as simple to 
operate as an electric typewriter. 


typewriter introduced by Royal Mc- 
Bee Corp. 

Unlike conventional billing ma- 
chines, the 910 frees the operator 
from computation tasks. All figures 
are computed automatically regard- 
less of their position on the form. 

A stored program control, with- 
out any manual guidance, auto- 
matically prints descriptions of 


taxes, discounts, rates and other 
calculations. All extensions, sub- 
totals and totals are also auto- 
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matically computed, positioned and 
entered. 

Depressing a single switch acti- 
vates the machine to carry out in- 
structions in a predetermined 
sequence. The plugboard can be 
removed in a matter of minutes to 
substitute instructions for a new 
job. 

Its flexible program control gives 
the 910 computer the ability to 
make logical decisions, round off 
odd-cents figures, automatically 
print leading symbols and adjust 
format in proper position. 

Linked by an encoding-decoding 


component, the computer and type- 
writer form a desk-sized unit priced 
at $6,500. 

For more details on this billing com- 


puter, circle number 260 on the 
Reader Service Card. 


PAPERWORK 


Electric duplicator delivers 
up to 500 copies in five colors 


Priced at $299, a new electric 
duplicating machine has been in- 
troduced by Ditto, Inc. 

Designated the D-21, the unit 














PHILLIPSBURG INSERTER 











33 PIECES OF MAIL PREPARED IN 20 SECONDS- 


the time it takes to walk around an automated mailing department 


It takes just 10 steps to walk around a 
Phillipsburg Inserter. More important, 
the Phillipsburg Inserter’s 10 mechanized 
steps have made it possible for you to 
prepare more mail, faster, with greater 
accuracy and unmatched economy. In the 
20 seconds it takes to walk around a Phil- 
lipsburg, up to 33 pieces of mail, as many 
as 6,000 an hour, are prepared for the 
post office. Even relatively small mailers 
using their Phillipsburg less than one day 
a month save 80% and more on their 
mailing preparation costs; pay for their 


Phillipsburg in one to three years! 


Mail coupon for complete information. 





(Circle number 108 for more information) 


In one continuous sequence and 
with no human intervention, the 
Phillipsburg... 

GATHERS UP TO 8 ENCLOSURES 
NESTS 

OPENS ENVELOPE FLAPS 
INSERTS MATERIAL 

MOISTENS FLAPS 

CLOSES FLAPS 

SEALS ENVELOPES 

PRINTS POSTAL INDICIA 
COUNTS 

STACKS 

Bell & Howell Company MM 6-60 
Phillipsburg Inserters 

14 E. Jackson Blvd., Chicago 4, Ill. 


Please send 


0) Modern Mailing Through Mechani- 
zation brochure 

CJ A basic application for my busi- 
ness 


Name 





Firm 
Street 
City 








Zone____ State 
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can reproduce 300 to 500 clear 
copies in up to five colors from a 
single master. Copies are delivered 
at the rate of 120 a minute on any 
weight paper from 16-pound to 
card stock. It will accept any size 
paper from three by five, to nine by 
14 inches. 

A Sure-Feed system stops waste- 
ful skipping and Magic Copy Con- 
trol produces copies of even in- 
tensity throughout the run, the 
manufacturer says. 

For more details on this budget- 
priced duplicator, circle number 252 
on the Reader Service Card. 


COMMUNICATIONS 





New battery-powered 
sound system is self-contained 


Mobilpage 660 is a compact, 
lightweight sound system suitable 
for both indoor or outdoor meet- 
ings. 

Powered by batteries, the 8%- 
pound unit can be set up in less 
than 30 seconds. When opened the 
carrying case forms a convenient 
lectern for program notes. 

Dual Alnico V speakers assure 
wide angle coverage. A_battery- 
miser circuit yields from 300 to 500 











“a new 
Thomas Collator 
sure solved 


a lot of problems \ 


around here” 


It’s my job to look for trouble— 
preferably before it starts—but one 
job that always caused me plenty 
of headaches was this business of 
gathering duplicated pages into 
sets. It’s always the same—too little 
time—not enough help—and plenty 
of grumbling by the girls. 

It wasn’t until I had talked to the 
Thomas people that I realized our 
present method was as obsolete as 


We Thomas Collat 
~ 





the roll top desk. With our new 
Thomas Collator one girl does the 
work of six ... without the mad 
scramble of last minute deadlines. 
What’s more, the way it looks, the 
machine will pay for itself by the 
end of the year. 


Why not call the Thomas people 
for more information or an actual 
working demonstration? If you’re 
like us, you’ll be glad you did! 


ors Inc. 
100 Church St., Dept. D, N.Y., N.Y. 


(Circle number 118 for more information) 
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Compact sound system houses complete 
assembly with space for extra batteries, 


hours service from six standard 
flashlight batteries. The microphone 
can be hand held or used with a 
neck support for hands-free opera- 
tion. 

Developed by Midwest Audio 
Corp., the portable, self contained 
sound system is priced at $99.50. 

For more details on the Mobilpage, 
circle number 245 on the Reader 
Service Card. 


RECORDKEEPING 





Rapid microfilmer 
has three reduction ratios 








all- 
spe 
con 
sys. 


in 1 
pro 
bac! 
not! 





The Reliant 500, introduced by 
Recordak, can microfilm up to 185 
letters or 500 checks a single minute, 

Completely redesigned, the new 
model features an interchangeable 
film unit. By changing the film unit, 
reduction ratios can be varied in 
seconds. This feature allows differ- 
ent departments within one organi- 
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Automatic microfilmer offers threé 
reduction ratios—40:1, 32:1 and 24:1 


zation to use a single microfilmer, 
yet retain record continuity. 

The Reliant 500 also feature 
Kodamatic indexing to facilitaty 
rapid retrieval of data, high speet 
feeder and document counter. 

For more details on this versatil 
microfilmer circle number 231 6 
the Reader Service Card. 
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This all-new, 1960 edition of IDEAS FOR MANAGEMENT 
is alive with ideas on how to run your business better 


Here is a new book that talks your own language. The 
all-new, 1960 edition of IDEAS FOR MANAGEMENT 
spells out how you can save money—and make your 
company more profitable—with better methods, better 
systems, better procedures. The results are guaranteed. 

If within 10 days you haven’t found at least one idea 
in this book that can substantially cut costs or build 
profits in your company, you are invited to put the book 
back in its shipping container, return it—and owe 
nothing. 

This unqualified guarantee can be made because the 
500 pages of IDEAS FOR MANAGEMENT are 
crammed with ideas that are known to work—because 
they have worked. The ideas in this book are tested and 
proved. 

IDEAS FOR MANAGEMENT wasn’t written by an 
ivory tower author. This book was literally lived by 
dozens of the best qualified practitioners in the field of 
management control. It sums up their experience. Here’s 
how the book came into being: 

Each year the highly respected International Systems 
and Procedures Association holds an International Sys- 
tems Meeting attended by a thousand or more executives 





A few of the problem areas 
covered by experts in 
IDEAS FOR MANAGEMENT: 


Systems for management decision 


making ... basic data processing ... 
punched card data processing... 
clerical quality control... work sim- 


plification...procedure analysis and 
charting ... organization planning 
... perfecting your accounting sys- 
tem... systems programming tech- 
niques ...a production control 
system for a computer center ...ma- 
terial scheduling by computer... 
accounting using punched paper 
tape... special equipment for order 
processing ... forms design and con- 
trol...use of procedure manuals... 
records management—and scores of 
others. 
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from all parts of the world. Leading management people 
head sessions and workshop discussions devoted to 
specific problems, and present case histories of results 
achieved through imaginative management. 


A complete management conference 


All this priceless material is recorded, carefully 
edited, organized, and published as IDEAS FOR MAN- 
AGEMENT. In essence, IDEAS FOR MANAGEMENT 
is a complete management conference, packaged as a 
high quality, cloth bound, 8% x 11, 500-page, liberally 
illustrated book. 

Thousands of copies of earlier editions of IDEAS 
FOR MANAGEMENT have been purchased by com- 
panies of all types and sizes. The all-new, 1960 edition, 
based on the 12th annual International Systems Meet- 
ing, promises to be in even greater demand. 

To get your copy of IDEAS FOR MANAGEMENT, 
order now. You risk nothing because you send no money. 
For 10 days, you may use the book as an idea source. 
If it fulfills its promise, keep the book, and you or your 
company will be billed for $16. Otherwise, return the 
book and owe nothing. 


Examine for 10 days—free! 


Management Publishing Corp., Rm. 6, 
22 W. Putnam Ave., Greenwich, Conn. 


Sirs: Please send my 10-day free examination copy 
of IDEAS FOR MANAGEMENT. I will either 
send payment for $16 or return the book and owe 
nothing. 


Bonus offer: Jf payment accompanies your order, 
you will receive a free copy of the article, “Sharpen 
management with data processing,” reprinted from 
Management Methods magazine. 
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HOW TO 


Humor prospects into buying 


Sometimes a little humor can put over 
a sales point with extra punch. 

Here’s one case that illustrates how an 
extreme tongue-in-cheek approach 

can leave the reader smiling— 

and buy-minded. 


mmm Some people like 
to be entertained while being sold. 
Witness the arch success of such 
lighthearted sales personalities as 
Piel’s Bert and Harry, Alka-Seltzer’s 
Speedy and Borden’s Elsie and 
Elmer. 

Humor requires deft treatment. 
It can easily be overdone, be un- 
convincing, irrelevant, or even 
offensive. But, well handled, it can 
put over even an extremely pointed 
sales pitch and still leave most 
readers with a feeling of amuse- 
ment—and conviction of the prod- 
uct’s benefits. 

Take the example illustrated 
here. Rapunzel is one of the Grim- 
mest Fairy Tales amusingly told by 
Cormac Photocopier Corp., New 
York. Two other folders in the 
series, The 3 Bares and Little Red 
Riding Hood, lightly point up the 
conveniences of Cormac copiers. 

Each of the leaflets is designed 
to be colorful, amusing, catchy. 
Each therefore creates a pleasant, 
positive Cormac image in the 
minds of users and prospects. 

These lightly presented but defi- 
nitely pointed sales messages have 
attracted much attention and have 
been responsible for increased 
sales, National Sales Manager Wil- 
liam S. Mills reports. 

Moral: when you're looking for 
ways to sell, don’t overlook the sell- 
ing power of humor. 
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There was a sweet young thing with 
beautiful long hair named Zacherle, 
but she liked to be called 
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All the illustrations 
shown comprise single 
5- by 12-inch sheet 
printed on both sides — 
simply folded three 
times to form low cost 
self-mailer. 








¢? One day a dashing young man 
named Prince was riding by. He 

i heard Witch call, “Rapunzel, Rap- 
w unzel, let down your hair’; and 
: saw her climb up Rapunzel’s long 


es braids to the tower. After Witch 
~ left, Bey 
¥ ‘ 


tried and it worked. \o- 
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- growing number 
. of industrial 
executives are 
saying and doing! 
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In the past four years 
they announced: 


389 new pLants 


39 RE-OPENINGS 
OF IDLE PLANTS 


CoRMS4C 788 pcant Expansions 


(Send for the list—address below) 











They are finding: 


Surplus of industry-minded 
workers ... Strategic locations 
in the great Eastern market with 
access to major trunk line rail- 
roads, and modern highway and 
Turnpike networks... Ports on the 
Atlantic, St. Lawrence Seaway 
and Ohio River system ... All types 
of industrial raw materials and 
components... 100% low-interest 
: plant financing in labor surplus 
Ne mater WHERE vou are Connacwilt areas ... Choice of industrial — 

: ‘‘parks"’ and individual plant sites. 
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Excellent ‘tax climate” 


No state personal income tax—no ma- 
chinery or inventory taxes—no gradu- 
ated state tax rates—no direct state 
property tax—manufacturing activities 
in Pennsylvania are exempted from 
capital stock, franchise, and sales taxes. 

























For free copy of “Plant Location 
Services” pamphlet, or for de- 
tails on 100% financing, write 
or call: 





Pennsylvania Department of Commerce 
South Office Bullding 
839 State St., Harrisburg, Pa. 
Phone CEdar 4-2912 




















(Circle number 151 for more information) 
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Fiow to avoid the seven 


Job evaluation is marked with traps at every step along the way. These traps may snare 


you even after your job evaluation program has been in operation for a time. Whether 


you are now planning to start a program, or are re-examining your existing program, 


you ll profit from these signposts to the dangers—and benefits—of job evaluation. 


by S. Vincent Wilking 
Vice President, Barrington Associates, Inc. 


mes §=8You are proba- 
bly overpaying some people in your 
company (thus adding to costs) 
and underpaying others (thus run- 
ning the risk of losing them). 

There’s an answer to both prob- 
lems: sound job evaluation. 

But like all good tools, job evalu- 
ation is dangerous if thoughtlessly 
used. Slip-shod job evaluation has 
wrecked morale, multiplied wage 
and salary costs, and drained prof- 
its in more than one company. That 
is why, even if you have a workable 
job evaluation program now, it may 
require re-examination. 

There are pitfalls inherent at 
each of the seven basic steps in any 
job evaluation procedure. Here's 
how you can avoid them. 


step 1 


Determine the actual content of 
each job, and write a description of 
its duties and responsibilities. 


Pitfall 


This step sounds so simple that 
perhaps it’s hard to imagine how a 
company could go wrong. But 
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here’s one thing that frequently 
happens. You obviously don’t need 
a separate description for the job of 
every single employee—you lump 
similar jobs under one title and de- 
scription. Let’s see what can result 
when this is carried to an extreme. 


Example 


A Pennsylvania screening manu- 
facturer with 300 office employees 
lumped 55 clerical positions under 
one title. To do this, the job de- 
scription had to be written quite 
broadly. Result? The high end of 
the rate range wasn't high enough 
for the skilled clerks, but the high 
end was too high for those with 
routine jobs. The company, as a re- 
sult, was unable to hold the skilled 
clerks and was overpaying ordinary 
clerks by $18,000 per year. 

Had the description writer been 
more accurate and discriminating, 
he would have described two or 
more classifications of clerks at dif- 
ferent salary ranges. 


step 2 


Determine each job’s relative 
place in the hierarchy of jobs by 


assigning evaluation points to each 
element that goes into the job. 


Pitfall 


There are several approaches to 
this step, and many plans fail at this 
point. One approach, for example, 
applies nine factors which are com- 
mon to all jobs. They are: special 
knowledge, experience, scope and 
complexity, initiative, creativeness, 
contacts, working conditions, judg- 
ment, and supervision. 

Basically, the job evaluation pro- 
cedure consists of measuring each 
job against a point-value “yard- 
stick” for each of these factors, then 
comparing the total point values of 
the jobs, one to another. 

But some yardsticks are short- 
suitable only for measuring jobs 
where the highest paid job is usually 
worth no more than two or three 
times as much as the lowest. Other 
yardsticks are much longer and are 
more capable of application in the 
salary situation where the top job 
may be worth more than 10 times 
as much as the lowest. 


Example 


Here’s an example of one way 
you can go wrong at this point: 
A midwestern firm in the metal 
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traps in job evaluation 


working industry installed a job 
evaluation plan some years ago. It 
covered jobs up to $5,000 per year. 
Since then, the plan was stretched 
to include $12,000 per year jobs. 

What was the result? Unfortu- 
nate and glaring inequities in sala- 
ries. The plan was simply not de- 
signed to perform this enlarged 
task. The rating scale (or yardstick ) 
worked very well at the lower sal- 
ary level for which it was designed; 
but it petered out when it was pro- 
jected to include the higher jobs. It 
was unable to provide the neces- 
sary additional points needed to 
discriminate between jobs at the 
higher levels. Department heads 
thought that jobs under their juris- 
diction were being paid salaries too 
close to their own. “Why supervise 
for a measly ten bucks a week?” 
some asked. 

The solution in this situation was 
to develop an entirely new plan 
covering the complete range of po- 
sitions. Adding a second plan over 
the existing one (an _all-too-fre- 
quent solution) would only have 
created more problems and _ re- 





About 
the 
Author 


S. Vincent Wilking is a vice presi- 
dent of Barrington Associates, Inc., one 
of the nation’s oldest and largest con- 
sulting firms. He joined the firm in 
1952 after years of management ex- 
perience during which he served as 
personnel director of American Thread 
Co., director of industrial relations for 
Hathaway Manufacturing Co., and la- 
bor relations manager at Campbell 
Soup Co. At Barrington he directs the 
firm’s consulting services in organiza- 
tion planning and personnel. 
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sulted in a jerry-built meshing of 
the salary relationships up the line. 


Step 3 


Check preliminary evaluations 
by comparing results, job by job, 
between departments and within 
occupational groups. 


Pitfall 


Who’s going to do the work? 
There's certainly a lot to be done, 
and there’s a temptation to accept 
the do-it-yourself philosophy. An 
argument heard in favor of this ap- 
proach is that participation by 
rather large numbers of manage- 
ment will help to sell the plan to 
those involved—and save money. 


Example 


Let’s see what happened when a 
New Jersey insurance company 
tried this approach: 

There was enthusiastic participa- 
tion by all concerned—and by some 
not really concerned. The company 
set up a hierarchy of Review Com- 
mittees at each level of the organi- 
zation to check preliminary ratings 
for successive reviewing steps, and 
to work out any apparent inequi- 
ties. The committee members were 
trained in the principles of job eval- 
uation, given a little practice in ap- 
plying the theory they had been 
subjected to in class, and then 
plunged into their work—on com- 
pany time, of course. Each com- 
mittee member (frequently a 
department head or supervisor ) felt 
obliged to “stick up” for his own 
people’s jobs. There was lots of 
wrangling, and the compromises 
that affected the core of the job eval- 
uation plan were many. 

In short, the plan had been dis- 


torted by the lack of objectivity of 
the many committee members. In 
addition, rather than saving money, 
the do-it-yourself approach racked 
up a bill of $75,000 in executive 
time spent in committee meetings. 


Step 4 


Compare what you are paying 
with what others are paying for 
similar work. 


Pitfall 


The key word here is “similar.” 
Even a typist in your company may 
not be comparable to a typist across 
the street. Does she type letters or 
statistical reports? Must she also be 
able to take machine dictation or 
transcribe occasionally? What are 
your standards of quality? These 
differences affect the dollar value 
of the jobs. 

So it’s important to know that 
youre comparing payment on jobs 
that are truly similar. The usual 
published survey data (such as that 
put out by Chambers of Commerce 
or industry associations) and the 
usual mail surveys are distinctly in- 
adequate as a basis for developing 
accurate comparative data. It’s too 
easy for participants in these sur- 
veys to make comparisons on title 
only—and your Tab Equipment 
Operator, who runs only a sorter 
and collator, may be compared 
with the XYZ Company’s Tab 
Equipment Operator who runs all 
tabulating equipment, wires boards 
and programs work. 


Method 


There is only one way of obtain- 
ing area and industry rates with any 
assurance of true job comparability 
—by carefully selecting a limited 
number of companies, and person- 
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ally visiting them to discuss job 
content and gather data on jobs 
with really comparable duties. This, 
of course, takes more time, but the 
area trend line developed from this 
data is the basis on which top man- 
agement may have to decide on a 
3%, 5% or 10% increase. Many 
companies could afford to hire 15 
or 20 more people on what they 
throw away annually by depending 
upon “cheap” survey data and in- 
accurate determination of what 
area and industry practice really is. 


Step 5 


Develop wage or salary trend 
lines and appropriate job groupings 
from which rate ranges can be 


established. 
Pitfall 


In this step you dovetail your in- 
ternal evaluations with the compa- 
rable data from outside sources. 
Deciding how competitive you 
want your salaries to be is usually a 
top management decision, and the 
employers who are smart enough to 
use job evaluation wisely usually 
decide to adopt a salary structure 
at or slightly above the average 
prevailing level. 


Example 


Not fully understanding how to 
use salary survey information al- 
most cost one state government 
$1% million a year: 

The state personnel officer sur- 
veyed the rates paid by public and 
private employers for his selection 
of representative jobs. The results 
indicated that the state should add 
about $12 million to its current an- 
nual payroll of over $140 million. 
But, as a check on the validity of 
this recommendation, the jobs se- 
lected for the comparative survey 
were plotted on a chart to show the 
relationship between job value 
(evaluated points) and _ salaries 
paid. The trend line drawn from 
this data didn’t match the state’s 
trend line because the survey sam- 
ple was just not representative of 
the state’s structure. 

When the selection of survey jobs 
was corrected, the recommended 
increase was cut to $10% million, 
saving the state $1% million. 

It has been our experience that 
over half of the do-it-yourself job 
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evaluation plans in current use fail 
in this respect. The trend line of the 
jobs chosen to compare with the 
outside doesn’t match the all-job 
trend line within the company. 
This, in effect, is like comparing ap- 
ples and oranges. As a result, rec- 
ommended salary adjustments are 
either too high or too low. 


Example 

An experience of a brush manu- 
facturer in a modest sized commu- 
nity illustrates another possible 
pitfall in the utilization of survey 
data. The personnel manager was 
putting together the results of his 
survey of local area salaries. He fol- 
lowed what he thought was sound 
practice by computing weighted 
averages of the rates for each sur- 
veyed company according to the 
number of employees they had in 
each occupation. 

One thing he overlooked, how- 
ever, was that the major single em- 
ployer in the community was a new 
firm that was exceedingly liberal in 
its personnel practices. This firm 
had been forced to offer higher 
wages to attract employees, but it 
needed only about 10% of the 
available labor supply. Thus every- 
one in the town couldn't work there 
even if he wanted to. 

Weighting the survey results dis- 
torted the whole survey picture for 
the personnel manager. He recom- 
mended a general wage increase of 
$375,000. Fortunately, the presi- 
dent checked carefully before au- 
thorizing the increase. It was deter- 
mined that 15% of the proposed in- 
crease (over $50,000) was unnec- 
essary. 


step G 


Determine the proper rate ranges 
for each job classification. 


Pitfall 


There are several danger areas 
here: your salary ranges can be too 
wide, too narrow, too numerous, or 
too few. 

A firm whose ranges are too wide 
(i.e., too much spread between 
minimum and maximum salaries in 
a given range) or a firm with too 
few ranges will have either starting 
rates that are too low to attract com- 
petent employees or top rates that 
are too high for the value of the 


work performed—and both of these 
defects may be present. 

When the ranges are too narrow 
or too numerous, opposite defects 
will appear: starting rates higher 
than necessary, or top rates too low 
to keep good people. 

This, of course, raises questions: 
How wide is too wide? How narrow 
is too narrow? There aren't any 
fixed rules to apply, but if the aver- 
age rates paid under your salary 
structure are generally in line with 
or above those of competing em- 
ployers and youre still having 
trouble recruiting or retaining em- 
ployees, you probably have salary 
range difficulties. 


Guides 


Here are some rough guides— 
and they are rough. If your maxi- 
mum salaries in a range are more 
than 35% above your minimums 
(except in the case of top manage- 
ment positions ), they are probably 
too wide. If they are less than 25% 
above, they are probably too nar- 
row. The number of salary ranges 
in the structure should always be 
dependent upon the number and 
type of positions covered, e.g., mes- 
senger to department head, mes- 
senger to division head, messenger 
to president. The right number and 
width of salary ranges for your com- 
pany can’t be determined by guess 
—especially since wrong guesses 
are expensive. 


Step 7 


Keep the plan up to date. 
Pitfall 


Whether you get or lose full long- 
term value for the effort and ex- 
pense that goes into establishing a 
good salary plan depends on how 
well you care for it—it can’t keep 
current and reliable by itself. 

A good salary plan has the proper 
steps for its own maintenance built 
in from the start. 


Tests 

What are the tests of a properly 
maintained salary plan? The main 
ones are suggested in the six pre- 
ceding steps. 
Are new descriptions promptly and 
accurately prepared for new jobs? 
Are descriptions revised to take into 
account significant changes in job 
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ADVERTISEMENT 


Why should advertising in this publication 


PRODUCE HIGHER QUALITY SALES LEADS 
AT A LOWER COST 


, Vw = 


Facts about advertising and selling to businessmen 


Of the several million companies in this country, only 38,000 account for 
e most of the buying and selling. These are the companies which have 100 or 
more employees. 





y 
: Obviously, any sales effort you direct at just this 38,000 prospect group is 
- going to produce more business for you per dollar spent—far more business 
ye than any effort you may direct at the rest of your prospects who are scattered 
d among the millions of other companies. 
S- 
S- 
€ There is only ONE publication that concentrates your advertising on just this 
n- 38,000 group—and avoids virtually all waste—Management Methods—the 
SS magazine you are now holding in your hands. 
es 
This means that when you advertise in Management Methods, you pay to reach 
just the people from whom your business comes most economically. 
Whether you advertise to secure leads or for longer-term benefits, may we show 
\e- you more about this astonishing advertising medium that limits its circulation | 
2X- to your market? | 
5 a | 
OW 
ep 
a Free report: We will send you an unusual free report showing how to evaluate the 
as business market—the comparative circulations of the advertising media that reach this 
market—how to measure the cost of the waste circulation in your present advertising. 
Write on your company letterhead as quickly as possible—ask for Report L. No obli- 
rly gation whatever. 
ain 
re- 
wil MANAGEMENT MAGAZINES, INC. 
_ Management Methods, School Management, Management Publishing Corp. 
nto 
job 22 West Putnam Avenue, Greenwich, Connecticut 
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SQUEEZED 
by file costs? 





VERTI-FILE 





ROYAL METAL MANUFACTURING COMPANY 
(5/21 ==] METAL PRODUCTS DIVISION » 1 PARK AVE. N.Y. 16, N.Y. 








can save you money! 


Here’s how! The new modern system for filing | 
active records... VERTI-FILE...costs as little 
as $3.28 per lineal foot of active filing space— 
whereas a conventional 4 drawer unit costs 
$10.68 a lineal foot. 

You see, an 8-shelf VERTI-FILE provides space 
for 2314 lineal feet of files . . . and at the same 
time positions them for 35% faster filing plus 
more efficient usage. A regular 4 drawer file gives 
only 8% lineal feet of storage space. 


So save with VERTI-FILE. 


Call your local DeLuxe dealer or write today for 
complete information. DeLuxe Metal Products 


Division, Dept. 5-FF. 
, : 
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content? Is there a regular program 
of review to be sure no changes in 
job content are missed? 

Are job evaluations reviewed to see 
if any factors are increased or de- 
creased by changes in job content? 
Is there a person or committee to 
which an employee or department 
head can appeal if he feels an eval- 
uation is inaccurate? 

Has final authority for approving 
new or revised evaluations been 
fixed? Does the process take too 
much of the time of the wrong 
people? 

Are comparative salary surveys con- 
ducted at least annually? Is job 
content really compared in these 
surveys? 

Is the selection of representative 
jobs reviewed for each survey? Are 
proper techniques used in drawing 
trend lines? 

Has the rate range structure be- 
come outmoded? Is it meeting com- 
pany needs? Does it take into ac- 
count changes in area and industry 
practice? 


In summary 


Job evaluation is a tool of man- 
agement intended to insure that 
each job is paid a fair rate according 
to its value in relationship to all 
other jobs in the company. Over the 
years, a great many top manage- 
ments have assumed that, because 
the technique is widely discussed 
and widely used, there are only 
marginal benefits to be gained by 
checking on their plans or introduc- 
ing updating refinements. 

This false sense of “all is well” is 
not justified by the facts. Top man- 
agement must and should look on 
job evaluation as one of its most im- 
portant tools for maintaining con- 
stant pressure and control in the 
areas of salaries and wages (often 
a big slice of the pie shown in the 
annual report). 

And there’s a positive side, too: 
equitable and fair salaries help to 
assure holding good people. 

The whole structure of salary 
controls is based on the job evalua- 
tion plan. Inexperienced, lazy, or 
incompetent administration of these 
plans is, in company after company 
today, needlessly costing thousands 
and thousands of dollars. These 
sources of dollar drain can _ be 
plugged. #8 
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several times each year.” 


“We have been using NCR Paper 
(No Carbon Required) since its in- 
troduction to industry,’’ writes 
Charles Hayes, Vice President of 
Hayes Tools, Inc. “It enables us to 
reduce costly duplication in paper 
work by eliminating the need for in- 
serting and removing carbons. With 
NCR Paper, originals and copies are 
picked up as a complete unit. 

“Our experience has proved the 
flexibility, convenience and economy 


2/22/69 
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CHARLES W. HAYES, Vice Presi- 
dent of Hayes Tools, Inc. 


entire cost 


— Hayes Tools, Inc., Dayton, Ohio 


of NCR Paper. Our employees like 
it too, because NCR Paper forms are 
cleaner and easier to use. 

“We estimate NCR Paper saves 
its entire cost several times each year 
through savings of time and effort.” 


LO Rly 2 


Vice President of 
Hayes Tools, Inc. 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Another Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 76 YEARS OF HELPING BUSINESS SAVE MONEY 


JUNE 1960 
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It’s the cost-in-use rather than the 
purchase price that determines the 
true cost of your multiple-copy 
forms. Invest in NCR Paper forms 
and get dividends through time 
saved and increased record-keeping 
efficiency for your business. 


greene ceorenemenccmy 


TEER 
ELIMINATES 
CARBON PAPER 
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New HOWE Mobil-Matic ‘12’ folds 


and rolls away in 3 seconds 





=3 seconds ago this 
conference room did not exist! 


You, too, can make a conference room appear or 
disappear this quickly. All you need is this new 
HOWE folding table and a little floor space. 


Ever increasing costs and constantly changing needs have turned 
many efficiency-minded firms to multi-purpose space use. 

The new HOWE folding conference table, the Mobil-Matic 
“12,” was designed with this in mind. The Mobil-Matic “12” is 
functional in every detail. It seats 14 comfortably. The counter- 
balanced spring tension and synchronized action of its patented 
understructure make it easy and safe to open or fold in just 3 
seconds. Folded, the Mobil-Matic “12” is rolled away smoothly 
on 4” swivel casters. Because it measures just 14” folded, it 
stores against the wall, barely protrudes into the room. 

For all its functionalism, the HOWE Mobil-Matic “12” sacri- 
fices nothing in the good looks department. Its top and edge are 
marproof, patterned Formica. (For those who prefer, an ano- 
dized aluminum-edge model is also available.) 

To keep the unit bright and fresh-looking, the entire under- 
structure is plated with rustproof Cadmium. 


Custom Division 


HOWE FOLDING FURNITURE, INC. 
1 PARK AVENUE, NEW YORK 16, N.Y. 














eee eee eh eR TR ee et eee a ne 
i 
; FREE! Just fill in and mail the handy coupon and t 
4 you'll be sent illustrated literature free on the Mobil- 7 
: Matic “12” and other HOWE folding tables. Act now. ' 
i] 
: Name : 
t 
° Firm : 
; City. Zone. State : 
a es hewems taumen weenie 
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How to strengthen 





If your sales are dropping—or not ris- 
ing as high as they should—it may not be the fault of 
your salesmen. There may be trouble in the area of 
sales supervision. 

Improving sales supervision is one of the 16 hardest 
marketing problems, according to a recent survey made 
by the National Sales Executives, Inc. 

Here are certain key areas to check to see whether 
your sales supervision is as effective as it could be—or 
whether there are areas that need beefing up. This 
checklist is based on the long experience of Porter Henry 
& Co., Inc., New York sales and marketing consultants. 


Define the job 


1. Have you defined—as clearly as possible—the 
salesman’s job? 


2. Have you clearly defined the job of the supervisor? 


Set company standards 


1. Does the supervisor have clear-cut standards of 
performance against which to measure his salesmen? 
Does he know what to expect from them or has your 
firm failed to set a standard salesmen must meet? 


Evaluate individual salesmen 


1. Check actual sales performance. 
a. How do the man’s sales measure up against 
his quota or potential? 
b. How many sales calls does he make? 
c. What is his ratio of orders to calls? 
d. What is the average size of his orders? 
e. Is there a balanced “mix” of product sales? 
f. How many new accounts has he opened? 
g. How well does he allocate his time by im- 
portance of customer? 
2. Check personal characteristics. 
a. Are his work habits good? 
b. Does he plan well? 
c. Are his sales reports accurate and meaningful? 
d. Is his morale good? 


Examine on-the-job coaching 

1. Does the supervisor know how much coaching is 
expected of him? 

2. Does he know what to look for when he makes 
calls with a salesman? 

3. Has he been trained to observe, instead of taking 
over the sale? 

4, Has he been trained in human relations techniques 
in suggesting improvements? 


Have periodic interviews 


1. Is there a well defined evaluation method? Have 
supervisors been trained to use it effectively? 

2. Have supervisors been coached in the techniques 
of conducting evaluation interviews with salesmen? 


MANAGEMENT METHODS 








JU 


yf 
yf 


st 
le 


of 
n 
ur 


nst 


im- 


‘ul? 


[ave 


ques 
n?P 


HODS 









sales supervision 


3. Do they follow up on plans agreed upon during 
such an interview? 

4, Do they work out a self-improvement program 
for each salesman? 

5. Do they explain company policies—and the rea- 
sons for them—to each salesman? 


6. Do supervisors use the concept of promotion to 
stimulate the salesmen, and are the promotion policies 
clearly spelled out? 


Evaluate supervisors 


Does management use reports from supervisors, or 
observation methods, to check supervisors on all the 
above areas? 


Help from the home office 


1. Does management provide the supervisors with 
occasional ideas for improving their supervisory 
techniques? 

2. Are they given adequate sales training materials? 

3. Have they been given specific training in running 
an effective sales meeting? & 


¢ we Custony vesicn 


WITH Vou, IN MIND... 





_ ‘ 
Drive up your sales increase witha... 


. “LAND CRUISER” 


. For that important business 

¢ _ trip enjoy the luxury, the safety 

. and convenience of a custom-built 
rf “Land Cruiser” modification. 

- YOUR needs become OUR busi- 


(TRADE MARK) 


ness when it’s personalized land 
travel! Complete self-contained 
living accommodations (or product 
display ) built to your require- 
ments in various motor coach 
modifications beginning at $14,800. 


Write for Brochure CD-40 


(a rw Coach Copoution 


“Designers & Builders of Motor Coach Modifications’’ 
134 E. GOODALE e COLUMBUS, OHIO e CApital 8-6331 


A Las 
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oeebe heard there! 


A “Hear Here” Acousti-Booth guards telephone 
conversations . . . shuts out noises that garble 
speech and muddle hearing . . . provides pri- 
vacy. 
Why tolerate mistakes and misunderstand- 
ings? There is an Acousti-Booth model for every 
location. 


Acoustical Performance Guaranteed 


For descriptions and prices 
ask for Bulletin No. A-142-4U 






BURGESS-MANNING COMPANY 


Architectural Products Division 
749 East Park, Libertyville, Ill. 
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For the truly modern Switchboard 
or nocaptien 8 Desk ... EDWARDS 
IN-DICATOR 
SYSTEM 





switchboard 
push button 
panel 





entrance register 


Edwards new two-part In-dicator Unit keeps track of key office per- 
scnnel. Telephone operators or receptionists can tell who’s in at a 
glance, without wasting time or using noisy voice paging systems. 


@ when flipped, toggle switches on entrance register auto- 
matically indicate on wire-connected switchboard panel whether 
key personnel are in or out. @ individual office switches can 
be substituted for entrance register panel. @ both systems 
install easily and quickly. 


| 
l 
| 
{ 
l 
| 
| 
! 
1 
! 
WARDS Company, Inc., Norwalk, Connecticut 
| 
| 
! 
i 
l 
I 
1 
I 
' 


Edwards of Canada, Ltd, Owen Sound, Ont. 


() Please send an In-dicator System descriptive brochure 
(] Please have an Edwards salesman call. 


Name 





Title 





Company 





Address. 
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ELAPSED 


TIME 


automatically computed and printed 
on any job or tab card 


Tf manual computation of elapsed time is time-consuming 
and error-producing, the automatic, foolproof Calculagraph 
can eliminate this weak link in your cost system. The time- 
tested Calculagraph, now available to industrial users, will 
do the job for you accurately, regardless of the card system 
you now use — it’s that flexible. Write to us now and enclose 
samples of your job tickets. 


Systems Dealers: Investigate opportunities in Selected Territories 
INDUSTRIAL DIVISION 


CALCULAGRAPH Company 277 Ridgedale Ave., Hanover, N. J. 
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“Idea Man” 
(Continued from page 46) 


man who is a good creator, and in 
so doing, gain a poor administrator 
for yourself.” 


Is there time 
for creativity? 


| ® Occasionally, the creative em- 


| 








ployee is so bogged down with 
routine responsibilities that his orig- 
inal thought output suffers. In 
some companies the introduction of 
a computer has done wonders to 
help remedy this situation. Automa- 
tion consultant Eugene F. Murphy 
hails the computer as a “. . . boon to 
the creative thinker. Many of the 
routine decisions, formerly consti- 
tuting a burden to supervisors and 
managers, will now be made by the 
machines, thereby freeing valuable 
thinking time for more advanced 
original thought.” 


Who has resigned—and why? 


® Have any valuable idea-produc- 
ing people left you during the past 
year? Do you know why they 
resigned—not merely the reasons 
they gave but the true, underlying 
causes? Do your creative departees 
echo the oft-heard complaint: “No 
one would listen to me. I got lost in 
the shuffle”? 

“Getting lost in the shuffle” is 
death to the creative individual. 
Possessed of uncommon drives and 
interests, he doesn’t like to be ig- 
nored or maltreated. If he is to pro- 
duce profitably, he must be handled, 
although firmly, with the proverbial 
kid gloves. 

It is simply a matter of encourag- 
ing him, or discouraging him. How 
to encourage him? One company 
sums it up neatly: “By providing 
good working quarters and condi- 
tions; by encouraging freedom of 
thought; by not too rigid controls; 
by rewarding creative work with in- 
creased prestige and pay.” 

If your “creativity evaluation pro- 
gram” indicates the presence of an 
exceptionally gifted mind, stamp 
the document: fragile—handle with 
care. In all likelihood you have in 
your midst a potential profits pro- 
ducer. And even more important, | 
Mr. Executive, he’s probably cut 
from the same restless, imaginative | 
timber as yourself. & 
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One minute at an automatic printer... seconds at 

an A. B. Dick Azograph® duplicator. Just that fast, 

8 Western Electric Company’s Massachusetts plant pro- 

Answerin 2 duces all shop order paperwork for making the com- 

plex carrier systems used in central telephone offices. 

Although this astonishingly intricate equipment 

the Cc all for involves many components produced at far-flung 

departments, Western Electric’s one-writing shop 

order system requires just 15 copies to guide pro- 

. k : duction, accounting and shipping. The patented 

Qqulc Ccople S A. B. Dick Azograph duplicating process was chosen 

. _ to assure complete cleanliness, even when duplicat- 

ing masters are passed from one department to 
another—and corrected or modified. 

Azograph, spirit, photocopy, offset, mimeograph— 

A. B. Dick equipment answers every call for more 


efficient production of copy communications. Write 
to A. B. Dick Company, Chicago 48, Illinois. 


-BAUA:B- DICK 


DUPLICATING PRODUCTS 
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time 
your most valuable 
raw material 







save it with 
the fully automatic ... 


time recorder 


On the job in your organization, 
the Lathem 8800 Time Recorder 
can minimize the tardiness that can 
cost you hundreds of dollars an- 
nually ... eliminate disputes since 
every man is his own timekeeper 
- « . and provide accurate records. 


Accurately, time is registered the 
instant the time card is inserted... 
in two colors and correctly posi- 
tioned, with IN and OUT separated 
in two columns. Impossible to over- 
print. Yet this completely automatic 
8800 Time Recorder is priced with- 
in the range of typewriters. 

Send today for full details. 


LATHEM TIME RECORDER CO. 
98 Third Street, N.W., Atlanta, Ga. 


GENTLEMEN: 
Without obligation, please send me full 
information, including prices, about 
the completely automatic 8800 Time 
Recorder. 

NAME 

COMPANY 

STREET 

City ZONE 
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Probe your company 
(Continued from page 43) 


. . . being hotly debated in selling 
circles today. I am very much in the 
“stay and give service” school of 
thought, as opposed to the “hit and 
run’ type of selling. Any company 
selling a machine or other product 
that might require service and for 
which there is a repeat-sale market 
should carefully consider service as 
a sales tool. 

Of course, there are many com- 
modities which never require serv- 
ice in the sense of “repair and main- 
tenance,” but for whom “service” in 
the broader sense is highly desirable. 
A candy company I know of packs 
a small printed guarantee in every 
box and asks the purchaser to in- 
form it of any reason for dissatisfac- 
tion... and willingly replaces faulty 
merchandise. In both interpretations 
of the term “service,” there are many 
opportunities to make big compet- 
itive gains. 


m Is service extensive enough? Is 
complete service available and is it 
geographically convenient? Answers 
to these questions are often vital to 
a customer and highly important 
selling points for a salesman. I feel 
the trend today is to relieve com- 
pletely the customer of service wor- 
ries. Because of this, many 
companies are wisely taking onto 
themselves the entire burden of 
maintenance of the products they 
sell. 


= Are the men staffing the system 
trained? Service training and service 
communication are every bit vital 
for the sales end of the operation. 
We use regional training schools to 
accomplish training and have a spe- 
cial magazine for servicemen to 
build team spirit and communicate 
news of interest to them. 


= Is the system used effectively as 
a sales aid? A profitably operated 
service system can contribute addi- 
tional volume to the sales depart- 
ment and assure repeat sales of 
additional or replacement units. 
Service can be used as a powerful 
competitive tool in situations where 
competitors are unwilling or unable 
to offer service that is similar to the 
service you are offering. 

Using my own company as an 
example again, we now stress serv- 
ice in an area of our market where 








STORE and 
FIND RECORDS 


FASTER 


LIBERTY 
400 


FILE 





-. with NEW Spring-Lock Closures 

















Letter and Legal sizes provide 
full 24 inches of storage. Corrugated 
fibre-board strengthened by flat channel 
steel overlap top—keeps out dust, permits 
flat stacking. One piece, automatic locking 
bottom. Convenient pull handle, front index 
panel. Attractive, convenient, economical. 


Send for FREE Manual of Record Storage 
Practice; complete products catalog. 







Clip ad to your letterhead and mail to: Dept. MM-6 


HERS 
= yd BANKERS BOX COMPANY 
a a Record Storage Specialists Since 1918 
i 2607 N. 25th Ave., Franklin Park, tl. 
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INSURE YOUR SALES 
FUTURE... 


with W&A Customized Jewelry 
% Sales Campaign Awards 


* Staff Performance and 
Service Awards 


* Gifts for Special Occasions 
% Customer Good Will Gifts 





Ask for 12 page booklet 
WILLIAMS & ANDERSON CO. 


Industrial Division 
Emblem Manufacturers Since 1901 


14 Third Street, Providence 6, R I. 
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They’ re quick. They’ re efficient. Roytype carbon sets 
come in single sets or handy pads of copy paper 
with carbon sheets between each page. To use 
them, all you do is take as many pages as you 
want copies, put a first sheet in front of them, and 
you're ready to roll. 


There’s no fussing with carbon and flimsy, hard- 
to-handle paper. The saving in time and trouble 
is far more than the cost of Roytype carbon sets. 
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Roytype makes over 1000 different 
ribbons for typewriters and tabu- 
lating machines. To be sure you’re 
using the right ribbons for the jobs 
you do, check with your Roytype 
Representative. His office knowledge 
can help you. Use it soon! 





Roytype carbon sets are available imprinted 
with your letterhead, with word “copy”, or with 
a special design. Black and red are the standard 
colors, but we’ll be glad to make them up in others, 
for a slight added charge. You can have them in 
all sizes, including legal (these have red marginal 
rules) and in all weights of paper. 


Call your Roytype Representative to find out 
all about Roytype’s carbon sets. 





se Eee Mates wa : ; 
MAIL COUPON WITH YOUR LETTERHEAD 


MR. ROY TYPE c/o Royal McBee Corporation, 
Department M, Port Chester, New York 


It’s a snap to use Roytype’s carbon sets 





Send a Roytype Representative who will explain your 


money saving coupon purchase plan. 


Your Name 





Firm Name 





Street Address 





City _Zone State 
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When you can’t see the business 
for the paper work 


call Reynolds & Reynolds! 


Many executives today have lost personal and profitable contact 

with business because too much of their own valuable time and talent are 
consumed by office paper work. Reynolds and Reynolds representatives 

are experts at eliminating deadwood paper work, trimming and revitalizing 
existing forms to streamline office procedure, or economically designing 
and coordinating new forms into an efficient, integrated system. 
Hundreds of large and small companies have enlarged their business perspective 
by installing Reynolds & Reynolds custom-tailored payroll checks, 

voucher checks, purchase orders, invoices, inventory records, production 
records, letterheads, envelopes, customer statements, machine accounting 
forms, bills of lading, journals and ledgers—to mention a few! 


Have a Reynolds & Reynolds representative go over your paper work with you! 
There’s no obligation! 


Write to the Reynolds & Reynolds Company, Dayton 1, Ohio 


for this free booklet “10 Ways To Make Your Business Forms Pay Dividends” 


The Reynolds & Reynolds Company 


DAYTON, OHIO e CELINA, OHIO e DALLAS, TEXAS e LOS ANGELES, CALIFORNIA 
BUSINESS FORMS AND SYSTEMS SINCE 1866 
Also manufacturers of Post-Rite Pegboard Accounting Systems 
(Circle number 156 for more information) 
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it is usually ignored almost com- 
pletely. Our 6,000 non-exclusive 
dealers are encouraged to use serv- 
ice as a selling point. Special abbre- 
viated service training sessions are 
now offered to allow them to gain 
this competitive advantage. 

= Are the customers satisfied? 
There is nothing like a good service 
system to create what is now known 
as a “favorable corporate image.” 
Of all methods of cementing cus- 
tomer relations, providing prompt 
and efficient service has proved to 
be the best! 





Now, how does your serv- 
ice system stack up in 
terms of 


WEAK 
FAIR 
STRONG 


Its desirability? 
Extensiveness? 
Competent staffing? 
Use as sales aid? 
Customer satisfaction? 

















6. EFFICIENCY OF 
MANUFACTURING 
METHODS 


m= Is the basic method efficient? 
More than one company measuring 
up well on all the preceding five 
“yardsticks” has lost out because 
of failure to progress in manufac- 
turing methods and general business 
operating policies. As with the 
product, the method of manufac- 
turing should first be examined for 
basic soundness. It might well be 
better to start again from scratch 
than to attempt to improve a hope- 
lessly outdated plant. 


= Are improvements being made? 
If things are basically sound, are 
improvements continually being 
made? Continuing changes and im- 
provements are generally reliable 
indications of competitive progress. 


@ Is the factory setup flexible? For 
a plant making a variety of lines or 
products, flexibility is perhaps a 
deciding factor in determining 
over-all efficiency. Can emphasis be 
shifted from product to product? 
Can quantities be varied without 
creating hopeless snarls? Can stock- 
ing be governed to assure steady 
flow of parts and finished products? 


= Does management lead in and 
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You Get Things Done With 


Boardmaster Visual Control 





v& Gives Graphic Picture of Your Operations 


—Spotlighted by Color 


vy Facts at a glance—Saves Time, Saves 


Money, Prevents Errors 


vy Simple to operate — Type or Write on 


Cards, Snap in Grooves 


yy Ideal for Production, Traffic, Inventory, 


Scheduling, Sales, Etc. 


yy Made of Metal. Compact and Attractive. 


Over 500,000 in Use 
Complete Price $49°° including cards 








24-PAGE BOOKLET NO. M-200 
FREE 








Without Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 


Yanceyville, North Carolina 
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push... 
sap... 
bind... 


FAST-ACTION 








BINDING KIT \ 
a 1 
Ps: 
Two-hole 
kit (shown) 
$13.90 


For binding office records, letters, 
work sheets, blueprints, scrapbooks, 


photos and papers of all types. So 
handy, so easy, so versatile . . . for 
office or home. Just insert pages and 
punch, then pick a colorful binding 
tube from the spin dial base, snap into 
place. In seconds you have a neat, or- 
derly looking, colorful volume. 


Other models available: 
3-hole kit, $17.90 @ 4-hole kit, $29.90 
Write for free booklet to Dept. MM 


TAUBER PLASTICS, INC. 


200 Hudson St., N.Y.C., WO 6-3880 
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FREE TELKEE booklet an- 
swers that question for you; 
shows how TELKEE saves you 
time and money, gives you new 
convenience. 


STOPS time wasted locating lost 
or borrowed keys 


MINIMIZES expensive lock re- 
placement and repairs 


ORGANIZES all your keys in 
one orderly system 


What’s more, TELKEE guaran- 
tees maximum security and pri- 
vacy—keeps keys in authorized 
hands, always. 


Offices, factories, stores, schools, 
housing, hospitals . . . there’s a 
TELKEE System to fit every 
size and type of application. 
TELKEE solves every key prob- 
lem, efficiently, inexpensively. 











FREE—send today! P. O. Moore, Inc., Gien Riddie37, Pa. 1 
I Send FREE TELKEE booklet H 

! 
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-& 
MATERIALS 


HANDLING 
COST 
REDUCTION 


A preliminary survey made 
without charge will deter- 
mine potential savings and 
the cost. 


oA We invite your inquiry 


OVER 25 YEARS ENGINEERING 
EXPERIENCE 


GEMAR 
ASSOCIATES 
CONSULTING 


Materials Handling 


ENGINEERS 
GREENWICH e@ CONNECTICUT 














“Slickest visual control...” 


... Say hundreds of users. Entries 
made directly with marking pencil 
on a rolling ‘Mylar’ sleeve which 
moves with time, bringing deadlines 
constantly closer. Entries easily 
erased with the swish of a cloth. 


Send for FREE GUIDE 
to Control Methods 


with full-scale, sample chart section 


Shows how Rol-a-chart controls 22 different 
items: orders, production, data processing, 
maintenance, dispatching, 
sales, etc. Also expert 
consultation service with 
no obligation. 






Conley, Baltzer & Steward 
494 Jefferson St., San Francisco 9 
(Circle number 157 for more information) 
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encourage improvements? Ideas for 
improvements can come from the 
top or the “bottom”... even from out- 
side the company. Permitting im- 
provements and the encouraging of 
them always starts at the top. Will- 
ingness on the part of management 
to consider changes is a basic re- 
quirement, with more efficient meth- 
ods and machines following as a 
natural result of such leadership. 


@ Are attitudes in the plant com- 
petitive? Probably the greatest threat 
to progress in the plant is compla- 
cency. The same atmosphere of 
urgency which prevails at a sales 
meeting is certainly desirable to 
have in the factory. Employee com- 
munication programs, suggestion 
systems, classes to stimulate creative 
ideas, salesmen’s visits to the plant 
and a permissive atmosphere toward 
change on the part of management 
serve to keep the competitive spirit 
alive. 





Now, how do your manu- 
facturing methods stack 
up in terms of 


WEAK 
FAIR 
STRONG 


Efficient methods? 
Improvements being 
made? 

Plant flexibility? 
Good idea climate? 
Competitive attitude? 














COMPETITIVENESS IN A 
CAPSULE 


To measure a company’s competi- 
tive standing, use all six of these 
“yardsticks.” Every “weak” answer 
to one of the test questions is a 
danger signal showing that this is 
an area where the firm is vulnerable 
and needs strengthening. 

Although less information is prob- 
ably available on competitors, a 
similar rating of competitive firms 
is helpful. Recognition of areas of 
weakness on the part of competitors 
will help you take steps to capitalize 
on this advantage. 

Competition is an all-inclusive 
subject from a management view- 
point and being a good competitor 
involves attention to an equally 
broad range of problems and sub- 
jects. & 














IF SCHOOLS ARE 
YOUR SALES TARGET... 


Here is an amazing new service 
which you can try for 30 days, 


without charge or obligation. 


It will provide you with an in- 
dividual report about each new 
structure in the United States, 


and will tell you: 


l. Where and when new 


schools are going to be 


built, or (if you prefer) 


2. Which 


have a new school under 


school districts 


construction. 


That’s not all! These reports will 
tell you what type of school is 
involved, its capacity, its cost, 
what kind of 
areas it will have, the name of 
the architect if selected, and the 
expected date on which construc- 


special-purpose 


tion will begin or the new school 


will be completed. 


This accurate and detailed infor- 
mation is also available in recap 
form, or in projections, on a 
district - by- district, county - by - 
county, and state-by-state basis 
for the entire United States. In 
other words, you can supply your 
sales organization with fresh 
leads and, at the same time, have 
summarized and tabulated fig- 
ures for sales management con- 


trol and forecasting. 


To get maximum advantage of 
the pre-trial period mentioned 
above, circle number 155 on the 
Reader Service Card for com- 


plete information. 


SCHOOL CONSTRUCTION 
SERVICES — a division of 
School Management 
Magazines, Inc. 

22 West Putnam Avenue 
Greenwich, Connecticut 
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Stunt Box—your Big Plus 
with Teletype printers 


Typing Tape Punch 

Built into Teletype Model 28 page printers is a control 
device called the Stunt Box. The function of this unique 
component is to provide extra control facilities for both local and 
remote operations. Thus—in addition to transmitting, receiving 
and recording messages and data—the page printer can be 
used for a variety of switching, remote control and 
selective calling tasks. 

The Stunt Box reduces costs by simplifying equipment 
needs and systems arrangements. It is the Big Plus—the 
extra value in Teletype Model 28 page printers and automatic mean teenie ee ee ee 
send-receive sets. 


Teletype Corporation manufactures this equipment for 


the Bell System and others who require the finest in data ® 
communications equipment. 
Write for free 20-page brochure, “‘The Teletype 28 
Stunt Box,” to Teletype Corporation, Dept. 17F, 
4100 Fullerton Avenue, Chicago 39, IIl. c oO RP O R AT | O Al 


sussioiary or Wesflern Electric Company inc. 


See Teletype Corporation’s equipment exhibit at the National Machine Accountants Association Conference, June 22-24, San Francisco, California, 
(Circle number 167 for more information) 
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...in which it buys enough pumps fo triple oil loading speed! 


“$3,700 a year! That's what our $2,190 Monroe Accounting Machine *That’s what people are calling their 
saves us in accounting costs,” says Bruno F. Farinelli, President, Bromley © Monroe Accounting Machines. Reason: 
Fuel Service Co., Trenton, N. J. “This money provides pumping appara- Monroes seve money by lowering your sccount- 

= 5 nein « yP hah tars ing costs...make money by freeing capital for 
tus for new loading stations so that we can load our trucks 3 times faster. _ your business to grow on. 
Also, our Monroe automatically forecasts each customer’s next delivery 7---—-—FREE CASE HISTORIES ---- 
date by degree days as it prepares his statement.” Learn how Monroe Machine Accounting 
earns more growth money for companies 
like yours. Write: 

Accounting Machine Dept. 16 
Monroe Calculating Machine Company 
Orange, New Jersey 


J 


Lower accounting costs, additional growth money, extra information ~ 

Monroe owners enjoy all these benefits and more. Why not 

give your business a boost with Monroe Machine Pee 
ing? Pri ! 

Accounting? Prices start at $750! S e 


/ | 
See the MAN from MONROE 
LF __sromis accounts 
as A DIVISION OF LITTON INDUSTRIES td oo DATA PROCESSING MACHINES 


"reed 
fo SR Nem ne crm oateat eatom nese aoe mn 


Monroe Calculating Machine Company, Inc., Sales and service in principal cities everywhere. General offices, Orange, N. J. 


(Circle number 185 for more information) 
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TOGETHERNESS 


WITH 


BENTSON 


MODULAR FURNITURE 


Steno pool or sales center? Whatever your re- 
quirements, Bentson modular units combine to 
bring top efficiency and eye appeal to the job. 
Work flows smoothly with groupings such as 
this! Hundreds of possible layouts, limited only 
by your needs and your imagination. Styled and 
built for a lifetime of luxury . . . with scores of 
solid and two-tone color effects based on 11 
different decorator enamels! 


Just out! Full color brochure! See your 
Bentson dealer, or write — 









Please show me how | can pull my office together, 
in less space, with modular furniture in lifetime 
steel. Send your new brochure to: 


NAME 





COMPANY 
ADDRESS 








BENTSON 
MFG. CO. 


656 Highland Ave. 
Aurora, Illinois 
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International Correspondence Schoc 

Agency: N. W. Ayer & Son, Inc. 

Kellogg Switchboard & Supply Co. 

Agency: Lennen & Newell, Inc. 

Lathem Time Recorder Co. 

Agency: Adams-Allison Co., Div. of Burke, Do 

Mac Panel Co. 

Agency: Lavidge & Davis, Inc. 

Maine Dept. of Economic Developm 

Agency: Simonds, Payson Co. 

Marchant, Div. of Smith-Corona Mea 

Agency: Foote, Cone & Belding 

Marsh Stencil Machine Co. 

Agency: H. George Bloch, Inc. 

Merrill Lynch, Pierce, Fenner & Smit 

Agency: Albert Frank—Guenther Law, Inc. 

Minnesota Mining and Mfg. Co. 

Agency: Erwin, Wasey, Ruthrauff & Ryan, Inc. 

Monroe Calculating Machine Co., | 

Agency: L. H. Hartman Co., Inc. 

Moore Business Forms, Inc. .............. 

Agency: N. W. Ayer & Son, Inc. 

P. O. Moore, Inc. siesnseuph 

Agency: The Gerald F. Selinger Co. 

National Cash Register Co. 

Agency: McCann-Erickson, Inc. 
IE 5 Sh Sess se Fs doecebs oeivngse 
Paper 

National Truck Leasing System 

Agency: W. S. Kirkland Adv. 

New Jersey Public Service Electric & 

Agency: Williams & London Adv. 

Old Town Corp. 

Agency: La Porte & Austin, Inc. 

Pennsylvania Department of Comm 

Agency: Bachman, Kelly & Trautman, Inc. 

Photorapid Corp. 

Agency: Wade Adv., Inc. 

Pitney-Bowes, Inc. 

Agency: L. E. McGivena & Co., Inc. 

Reynolds & Reynolds Co. 

Agency: Weber, Geiger & Kalat, Inc. 

Rol-a-chart Div. 

Agency: Conley, Baltzer & Steward 

Royal McBee Corp. Agency: C. J. LaRoct 
Data Processing 
Royal Precision Insi 
Roytype 
Agency: Young & Rubicam, Inc. 

Royal Metal Mfg. Co. oo... 

Agency: Anderson & Cairns, Inc. 

eh ae 

Agency: Marschalk & Pratt 

Shaw-Walker Co. 

Agency: J. Walter Thompson Co. 

Standard Change-Makers, Inc. 

Agency: Caldwell, Larkin & Sidener—Van Ri 

Stenocord of America, Inc. 

Agency: L. D. Zetlin & Co., Inc. 

Tab Products, Inc. alive oe f 

Agency: H. M. Leete & Co. 

Tauber Plastics, Inc. Any 

Agency: Kurk & Brown, Inc. 

Teletype Corp. 

Agency: Marsteller, Rickard, Gebhardt & Re 

Tennessee Dept. of Conservation & 

Agency: Coggin Adv. 

Thomas Collators, Inc. ctl 

Agency: Douglas Turner, Inc. 

Union Pacific Railroad .................. 

Agency: The Caples Co. 

United States Rubber 

Agency: Fletcher Richards, Calkins & Holden 

Weber Marking Systems 

Agency: Roche, Rickard & Cleary, Inc. 

Wellington Sears Co. 

Agency: Ellington & Co., Inc. 

Williams & Anderson Co. one 

Agency: Horton, Church & Goff, Inc. 

Wright Line a ae er 

Agency: Cooney & Connor Adv. 
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MANAGEMENT METHODS 


For more information on any advertisement or keyed editorial j 
item, fill out the card below, circle the appropriate key num- / 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 


aie New frc 


FREE READER SERVICE CARD 








| ‘THE LOWE! 
| S" 


100 101 102 103 104 105 106 107 108 109 110 111 
112-113) «1914 0«195 116 07)—sd28— sd) = 1200-121 122) 123 
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If you have sales ability, and 
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w from Royal Precision... RPC-9000 


JWEST-PRICED COMPLETE DATA PROCESSING 
SYSTEM ON THE MARKET TODAY! 


design: The new, completely-transis- 
9000 is designed for serial mode of 
nis feature utilizing magnetostrictive 
or high-speed memory permits great 
original equipment costs. Tape trans- 
-ontinuously revolving loops of mag- 
ther than “start-and-stop” techniques 
nitial investment. 


ration: The RPC-9000 processes data 
ta are accepted in random order, and 
ecords are automatically updated in a 
errupted sequence of operations. No 
sorting is necessary. Data are recog- 
tent, not location. This eliminates the 
ition codes, and allows efficient utili- 
rage capacity. Eight separate records 
simultaneously. Completely buffered 
permits simultaneous operation of all 
onents. 

your needs: With the RPC-9000 you 
‘t amount of data processing you re- 
vith the basic system—computer, tape- 


typewriter, magnetic tape storage unit. Then, as 
your volume grows, you can add high-speed paper- 
tape punches and readers; punched card readers; 
line printers; additional tape typewriters; more 
magetic tape cartridges; more internal memory. 
You can operate up to 30 of these devices at the 
same time. 


Economical in use: The RPC-9000 is designed for 
ease of operation and maintenance. It uses power 
from any ordinary wall outlet, requires no air con- 
ditioning or site preparation. This low-cost system 
will perform the full range of your data processing 
needs. See your nearby Royal McBee Data Process- 
ing Systems Sales Representative without delay, or 
write to the address below for comprehensive 
brochure. 


Royal Precision Corporation 


Royal Precision—producers of the LGP-30, the RPC-4000 and the 
RPC-9000—is jointly owned by the Royal McBee and General Pre- 
cision Equipment Corporations. Sales and service are available 
coast-to-coast, in Canada and abroad through Royal McBee Data 
Processing Offices. 








t 


BY ROYAL MCBEE, DATA PROCESSING DIVISION, PORT CHESTER, N.Y. 


bility, and are interested in electronic data processing contact your nearest Royal McBee Data Processing Office, 








or write Sales Administration Director, Royal McBee Corporation, Port Chester, New York. 
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Die modern lamp shade may be the 

final touch... but the beginning touch-of-taste 
was made when your All-Steel 

furniture came. 


ALL-STEEL EQUIPMENT Inc., Aurora, Illinois 


Desks + Chairs « L-units » Credenzas « Tables 
Bookcases « Filing Cabinets + Storage Cabinets 





